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Invites 
Your Patronage 











W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 








THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 


NATIONAL CARD, MAT & BOARD CO. 


4318-26 CARROLL AVENUE 
Showcard Boards—Mat Boards 











WESTERN FELT WORKS 


4131 OGDEN AVENUE 
Felt for Display Use 
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MESSMORE & DAMON, Inc. 


Creators of Mechanica! Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 








J. R. PALMENBERG’S SONS, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


89 WEST THIRD STREET 


MILEO’S MANNEQUINS 


New Line of Famous Composition Figures—Many New and 
Original Models—Visit Our New York Studios 


MILEO—44 EAST 8TH STREET 











EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 











THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
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DISPLAY'S GREAT MONTHLY DIGEST 





Volume XXII Number 6 


COVER 


This display of accessories titled, 
“Fashion Headlines and Footnotes,” 
was created by E. S. Arkow, director 
of Displays, The Steinbach Co., Asbury 
Park, N. J.—and as far as creativeness 
and ingenuity is concerned, it is a dis- 
play that might well have been created 
for Fifth Avenue. The window card 
which reads, “‘... the ’etceteras are no 
less important than the costumes,” is 
certainly in keeping with the original- 
ity and continuity of the display. Mer- 
chandise is presented on four stepped 
platforms; the headline for the display 
appears on the background panels. 
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“A GOOD WINDOW IS AN ASSET; 
A POOR ONE IS THE SYMPTOM 
OF BAD MANAGEMENT CLEAN 
THROUGH THE ESTABLISHMENT. 
STRETCHING IT A LITTLE BIT, 
IT MIGHT EASILY BE THE FIRST 
CRY OF BANKRUPTCY.” 

W. C. D’ARCY. 


THE DISPLAY PUBLISHING 
COMPANY, CINCINNATI, O. 


CHICAGO OFFICE: 

75 E. Wacker Drive 
MACINTYRE & SIMPSON 
Representative 
Tel. Central 1716 


NEW YORK OFFICE: 
151 Fifth Ave. 

V. W. SEBASTIAN 
Representative 

Tel. Algonquin 4-3310 


United States, $3.00 a year; Canada 
and Foreign, $4.00 a year; Single 
Copies, 30c each. For Sale on News 
Stands Supplied by The American 
News Company and its Branches. En- 
tered as Second-Class Matter Sept. 20, 
1922, at Postoffice at Cincinnati, O., 
under Act of March 3, 1879. 
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Stepping Along With 


the New FAIRY Form 


“STEPPER™ 


Now comes the “STEPPER” a new model of the 
famous FAIRY FORMS to afford new and novel 
hosiery display possibilities in addition to its many 
merchandising characteristics. For example, the 
entire hose can be displayed from tip of toe to 
garter top. 








Most displaymen will at once sense the value of this 
new member of the FAIRY FORM family. Order 
from your jobber or write direct for full descrip- 
tion and prices. 


SHOE FORM CO.), Inc. 
AUBURN, N. Y. 




















Frink lighting for New York 
Central R. R., Chicago, Ill. 
Fellheimer & Wagner Architects. 











WHAT YOU 
CAN EXPECT 
FROM LIGHT 











Modern lighting must do more than 
illuminate. It must be distinctive and 
effiicient—harmonize with the room 
design and be low in cost and in 
maintenance. All of these you will 
find in Frink illumination. No obli- 


gation to consult us. 


THE FRINK CORPORATION 


STERLING BRONZE CO., INC. 


23-10 Bridge Plaza South 
Long Island City, New York 
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Spring Displays Come 
to the “Rose City” 





—Glowing white satin on a soft 
black velvet floor forms an aisle 
which leads from a wide cur- 
tained doorway. The doorway is 
indirectly lighted; the walls are 
of pale green, the doorway is rose. 
The bride is gowned in satin— 


Sprinc openings in the “Rose City” (Portland, Oregon) 
are truly an occasion. Portland merchants cooperate in the 
presentation of the “new,” and when the window curtains are 
removed simultaneously from Portland’s “downtown” stores, 
the window displays in which Portland residents can review 
the season’s newest fashions are without equal. Portland is 
famed for display creativeness and originality. Some of 
America’s finest displaymen supervise the merchandise pres- 
entations; we are referring, of course, to men like Malcolm 
J. B. Tennent, Meier & Frank’s; DeLyal Davis, Charles F. 
Berg; L. A. McMullen, Eastern Outfitting; Paul Durand, 
Olds, Wortman & King; Fritz Von Schmidt, Lipman Wolfe’s. 

It is truly unfortunate that certain photographs were not 
available, because we would like to have included the superb 
spring presentations of Malcolm Tennent and Fritz Von 
Schmidt. Their displays, perhaps, can be presented in another 
issue of DISPLAY WORLD; we can at least speak of their 
style presentations. 

Before commenting on fashion, let us pause for a moment 
in contemplation of the background displays of the stores 
whose windows are presented here. Our consideration of 


—Display by L. A. McMullen, 
Eastern Outfitting Co.— 


DISPLAYS BY 
DAVIS, DURAND, McMULLEN 


each store’s displays will be very general. Other than color 
changes, the continuity of the background displays was truly 
expressive of carefully planned presentations. 

The Eastern Outfitting Company: L. A. McMullen ar- 
ranged his entire front to represent an outdoor park. Mr. 
McMullen used real shrubbery of all kinds; flowers, moss, 
fountains, and real pottery played their part in his atmos- 
pheric settings. The path that wound through the displays 
is of real gravel, colored a rose tone. The master touch in 
Mr. McMullen’s displays was the merchandise cards; they 
were printed on large pieces of fungus. 

Charles F. Berg: DeLyal Davis, in his background pres- 
entations, used enlarged cut-outs of flowers very effectively as 
well as real flowers. The form of his displays followed per- 
pendicular lines, with relief from such severe lines secured 
by the suggestion of circular forms painted on the back- 
grounds and window floors. The color scheme of most of 
the displays was, pale lavender background, dark blue floor 
with purple shaded to medium lavender. 

Olds, Wortman & King: Paul Durand, in his displays, 
used simulated grille work to exceptional advantage. All of 
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TOP 


—The shining ebony floor of the corner 
window, with its lovely silver statue and 
leaded glass window, makes a lovely set- 
ting for the two figures, one gowned in 
“Aqua Blue,” the other in “Rose Quartz”— 


CENTER 


—Every display background at Olds, Wort- 

man and King was carried out in silver 

and pastel green. This millinery display, 

with its background grille, featured hats in 
the new “Eleanore Blue”’— 


BOTTOM 


—Once again, the simulated grille work 
against the indirectly lighted silver panel 
with returns in pastel green. Merchandis- 
ing a light grey suit, fur trimmed; several 
pieces of luggage are included— 





—Display by Paul Durand, 
Olds, Wortman and King— 
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his displays pictured here carried out the silver and pastel 
green motif, elegant simplicity being the keynote. Indirect 
lighting prevailed throughout the lineup of his windows, and 
an abundance of tulips, daffodils, hyacinths, and hydrangeas 
increased the spring atmosphere. 
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Portland’s spring opening left no doubt in one’s mind that 
they must have new outfits this spring if they are to be 
smartly dressed. Colors were more varied this season than 
for several in the selections for display, black and brown 
being practically eliminated from showings. Gray and beige 
proved to be the two outstanding colors, with blue third in 
favor, ranging from navy to very pale mist shade and to 
greener blue aqua tone. Prominence was given orange skin, 
rose quartz, green, dawn blue. Antibes yellow, hyacinth and 
fuchsia shades as well as white. Dark accessories were 
shown with light costumes, and vice versa in most cases. 
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—Display by Paul Durand, Daytime costumes included three and four-piece knitted 
Olds, Wortman and King— suits, the mannish influence reflected in a vest as an extra 
jacket that could be used with the popular cape. 


Mme. Young’s gown shop offered variation from the ordi- 
nary evening wrap in a white chenille braided scarf with er- 
mine lapels to accompany a light blue peau d’ange lace dress. 
And orange peel shade lace incrusted mesh gown was worn 
with an orange velvet short wrap and a white starched organ- 
die gown was embroidered in blue flowers. 


The Eastern Outfitting Co. featured mother and daughter 
garden frocks of light blue starched chiffon, silver stars em- 
broidered on them, and belts and hem borders of silver rib- 
bon. A blue crepe suit dress had grey fox trimming, a grey 
dress with casual jacket of wool to match and a grey crepe 
dress with lace sleeves and yoke and short cape also. 


Olds, Wortman & King showed the spring bride’s trous- 
seau in connection with its opening windows, suggesting 
white satin lingerie, blue negligee, white satin wedding gown, 
grey suit with blue accessories for traveling, and blue coat 
with lavish double band trimming of silver fox on the sleeves. 
This store also showed a black chiffon dinner dress with 
puff sleeves of orange chiffon, wheel trimmed and shirred; 
rose quartz and aqua blue Burmi crepe gowns with batiste 





—Display by Paul Durand ' 
Olds, Wortman and King— embroidered tops; organdy in several models, outstanding 
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TOP 

—The entire setting of the Eastern Out- 
fitting Company was decorated to repre- 
sent an outdoor park. Real shrubbery, 
flowers, moss, fountains, and pottery played 
their part to make the display realistic— 


CENTER 

—DeLyal Davis, in his display creations 
for Charles F. Berg, designed backgrounds 
in pale lavender, with dark blue window 
floors shaded to medium lavender. This 
display merchandises a white Mouseline 
De Soie dinner dress trimmed in Delph- 

inium blue— 


BOTTOM 


—Gigantic, cut-out flowers are used to ex- 

ceptional advantage in this Charles F. Berg 

display. The window merchandised Dawn 
Blue dresses— 


being a yellow dance frock and a green plaid one with pleated 
drop shoulders. 

Shaw-Bartholomew’s showed bright blue two-piece cos- 
tumes with bright embroidery detail on the high collar and 
cuffs of one; also black and white street silks. 

The Charles F. Berg shop drew inspiration from the tone- 
on-tone vogue for one window, done in blues, for a frock of 
starched chiffon in very pale blue blending into darker tones 
at the hemline through a wave treatment, the same toning 
being repeated in the capelet sleves and larger flower at front. 
Another frock was of Douceline over taffeta, all-white with 
crushed taffeta printed jacket, full sleeved, to accompany it. 
The skirt fullness was developed through a sunburst applica- 
tion. A high style costume was the short jacket dress of grey 
with fox trimming and satin blouse. 

H. Liebes & Co. featured a black blocked net evening 
gown with net shouldered detail, a black crepe gown with 
square yoke traced in pink petals repeated in a matching 
velvet short wrap. 

Among the suits shown at Meier & Frank’s were a blue 
with wrapped waistcoat effect, the high neck blouse repeating 
the tucking of the shoulders of the coat; a black three- 
quarter casual coat with three-quarter sleeves finished by the 
black and white printed blouse; a blue silk print two-piece 
suit with three-quarter coat, and a gray dress with lace 
sleeves and matching long cape jacket. The use of pleated 
shoulder trimmings for formal afternoon and evening frocks 
was reflected in a yellow organdy frock with pleated cape. 

The Bedell Co. offered evening gowns in Antibes yellow, 
both crepe, one finished with chiffon ruffled edge jacket, the 
other with matching taffeta shoulder cape. Orange peel 
starched chiffon enhanced by flamingo bows and tone-on-tone 
petal sleeves. 

Lipman Wolfe & Co. presented a startling gown of blue 
and white, a large block print with white organdie pierrette 
collar and red chiffon string scarf; a mannish cocktail dress 
of dark blue crepe with white silk pique vest coat finished 
with large sleeves. Black lace over white organdie formed 
an interesting evening gown semi-tailored with white organ- 
die dicky, and another black chiffon with white organdie 
repeated the favor of lingerie touches for evening. 
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—Display by L. A. McMullen, 
Eastern Outfitting Company— 


—Display by DeLyal Davis, 
Charles F. Berg Company— 


' 


—Display by DeLyal Davis, 
Charlies F. Berg Company— 
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New Rayser Hosiery 
Showroom Displays 


Dispray case windows in manufacturers’ showrooms, to 
serve the double purpose of showing outstanding merchan- 
dise to buyers and to indicate ideas for retail display, are of 
increasing interest as display technique is developed along 
specialized lines to meet specialized needs. 

The showroom of the new headquarters of Julius Kayser 
& Co., manufacturers of women’s hosiery, gloves, and under- 
wear, at 500 Fifth Avenue, New York City, offers a good 
example of what the well dressed window of this kind 
will wear—as to background, lighting, merchandise and 
show cards. 

When the new Kayser quarters were planned, Edward I. 
Shire, interior architect in charge, gave special attention 
to the design of the display case windows in the main show- 
room where buyers are received. This room, with 3100 
square feet floor space, has windows its entire length on the 
side and elevators along the opposite side, so that the logical 
locations for display case windows were at the east and west 
ends of the room. 

Accordingly, the display windows were built in groups 
of three each, facing each other at the ends of the show- 
room. Walls of the room are panelled in walnut, and the 
display cases are recessed, two feet deep, so that the sliding 


By CHARLES J. HAUK, JR. 
W. F. POWERS COMPANY 
NEW YORK CITY 


glass panels at the front of each window are flush with the 
wall. Two-inch flat chromium bands frame each window. 
Natural finished cypress panelling was used in all windows 
to furnish a neutral background for proper display of mer- 
chandise and at the same time to harmonize with the walnut 
panelling of the showroom. 

Floors of all windows are three feet from the showroom 
floor, so that merchandise displayed on fixtures is approxi- 
mately at eye level. The center window in both groups is 
ten feet wide, flanked by two five-foot windows in one group 
and two six-foot windows in the other. All are of five-foot 
height. These dimensions supply adequate space in the side 
windows for display of new colors or styles in hosiery or 
gloves, where the purpose is to call attention to the most 
cutstanding features of the line, and afford opportunity for 
showing in the larger center window an entire line of under- 
wear, which requires more space because several types of 
garment must be shown at once to assure adequate window 
presentation of a line of underwear in a new fabric. 

Illumination of the windows is from concealed strip- 
lighting behind the chromium band at the top of each window. 
The lighting averages 100 watts per running foot. With this 
amount of light, merchandise displayed at both ends of the 
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showroom can be seen in considerable detail from any point 
on the floor; yet there is no glare when any window is ob- 
served at close range. 

When the first displays, illustrated in the photographs 
on this page, were set up in the new windows, they were 
planned to be suitable for adaptation to retail stores featur- 
ing Kayser merchandise, as well as for the original show- 
room use. There was the further factor of the necessity 
for incorporating in each display the idea of quality. 
“Kayser Quality” has been a watchword for over fifty years, 
and at the present popular prices of Kayser merchandise it 
is of great importance that the quality idea be maintained 
in all Kayser promotion. 

Inasmuch as Kayser merchandise is sold in many small 
shops throughout the country as well as in the metropolitan 
stores with their elaborate display facilities, the windows 
were planned for maximum effectiveness with simple treat- 
ment. Skillful arrangement of merchandise and clever use 
of color is the keynote, rather than the “heavy” display 
types requiring large space. 

Each group of three windows was set up with the center 
given to underwear and the side windows to hosiery and 
gloves respectively. Arrangements of the two groups differed, 
so that the showroom offered two displays of each of the 
three merchandise types. 

At one end of the showroom, a left-to-right survey of the 
displays revealed the following principal points. A glove 
window, showed eight pairs of gloves of various styles but 
all in shades of grey, displayed on modern chromium band 
fixtures in a semi-circular arrangement that left ample space 
in the center of the window for a large poster. This poster, 
in a narrow chromium frame on the back wall of the case, 
featured as copy simply the legend “Kayser Gloves—Wash- 
able—No Cleaners’ Bills!” and showed, in a larger water 
color sketch, the head and hands of a woman wearing one 


TOP 

—The photograph of a group of three win- 
dows shows the off-center placement of 
background posters in the side windows to 
hold the group together as a display unit. 
Note also that the name “Kayser” is pre- 
sented in three ways in as many posters, 
for effective variety in poster composition— 


CENTER 

—A typical “Kayser” window set-up in the 
New York salesroom to show new glove 
styles to buyers and to suggest retail dis- 
play ideas. This window can be set up in 
any store with the use of the usual block 
displayers where chromium fixtures are not 
availab!e. Note the semi-circular grouping 
of the merchandise to attract the eye and 
to center the attention on the poster framed 

on the back wall— 


BOTTOM 

—tThis hosiery window in the salesroom of 
the new Julius Kayser & Company offices 
in New York City shows in detail the con- 
struction of the windows for advantageous 
display of merchandise to visiting buyers. 
A three-inch chromium band frames the 
window, which is recessed in a walnut pan- 
elled wall. The display case is panelled 
in light-toned natural cypress, which pro- 
vides a neutral background. Illumination 
is from concealed strip lighting set in be- 
hind the chromium band at the top of the 

window— 
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of the new styles of glove. The same window can be set 
up in any store with use of usual block display standards 
where the chromium fixtures are not available. 

The center window of the display featured “Delights” a 
new line of underwear, with a display poster at the back. 
To eliminate monotony in a too-centered effect, one garment 
in black was placed in a corner position in this window, which 
also presented four types of garments in white. 

At the right, a hosiery window displayed a new color, 
“Overture,” in hosiery shown on chromium band fixtures 
similar to those in the glove window. Two small cards in 
this window explained the exclusive “Fit-All-Top” feature 
of Kayser hosiery, and a poster at the back of the window, 
with a water color sketch of the merchandise, showing the 
stockings on the leg, featured in copy “Kayser ‘Sansrun’— 
Guaranteed Runproof!—$1.35 per pair—Hosiery.” 

The second group of window is shown in one photo- 
graph accompanying this article, to illustrate the balance 
of the group. Display cards in the two side windows were 
placed off center, toward the middle window, to further the 
group-window eitfect. 
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Continental Displays for 


Vacation Days 


Wewre going to give our patriots of Continental displays 
a break for the next few months. We are going to direct all 
of our attention to merchandise displays, and let fashion 
displays take care of themselves—meaning fashion in the 
sense of background displays. We feel that so few stores 
present fashion merchandise, other than sportwear, dur- 
ing the summer months; why, then, not use the space in 
DISPLAY WORLD usually devoied to a fashion setting for 
another seasonable display for merchandise? 

FUN IN THE WATER 

Bathing suits and bathing equipment will come in for 
their share of prominence during the summer months if a 
display similar to the display suggested here is used. The 
display that we suggest here can be used for all sorts of 
bathing equipment as well as bathing wear. The merchan- 
dise can be displayed on boards, or the boards can be re- 
moved and forms can be introduced. Colors expressing the 
out-of-doors will be used in the reproduction of this summer 
display. 

THIS YEAR OF ALL YEARS 

We are indebted to the steamship companies for this 
splendid idea for “a trip to Europe.” The simple back- 
ground sketches are superb for background atmosphere; 
they suggest important places to visit, and each indicates 
the correct costumes to wear. The background offers ex- 
cellent opportunities for effective presentation of fashion 
merchandise. In our arrangement of the display we suggest 
floor pedestals as suitable for the display of accessories; we 
confine the bulk of the display to the center of the window. 
ARE YOU GOING AWAY? 

Here is a background that is extremely effective for a 
seasonable display of vacation luggage. The use of a huge 
cut-out of a porter carrying luggage is atmosphere enough 
for an effective presentation of this summer merchandise. 
The cut-out dominates the entire display; merchandise will 
be shown on each side. An interesting color scheme can 
be effected if the porter cut-out is worked out in brown, 
orange, tan, black, white, red, with the window floor and 
platforms in white, and the background in yellow. 

WHAT DO YOU PLAY? 

Suggesting a smart ensemble panel for sports wear dis- 
plays or for sport equipment. While our panel suggests 
tennis, designs suitable for golf, baseball, swimming, etc., 
can be substituted, with the display being devoted to the 
merchandise suggested by the design of the panel. Such 
panels make splendid departmental displays. 

STRAW HATS AREN’T WORN BY PEONS! 

Here’s a straw hat display that is certain to “stop traffic.” 
The idea of suggesting that someone doesn’t wear a straw 
hat in the summer time suggests, “Straw Hats Aren’t Worn 
By Peons!” but that’s no reason why you shouldn’t be wearing 
one of these new hats; or, but you’re not a Peon, so you will 
want one of these new straws; or, I’d hate to be compelled to 
wear a hat like the Peon; maybe I’d better get a new straw; 
or, I wonder if my old straw looks like that Peon’s hat? The 
merchandise arrangement for the display follows simple 
geometrical lines. 

WADING POOLS FOR BROTHER AND SISTER 

Brother and sister simply must have a wading pool this 
summer. The fad for wading pools was born last year, and 


the little old U. S. A. is going to go “wading pool” crazy. 
So, display your pools, and profit. 
FIXTURE SET-UPS 

The top set-up suggests the arrangement of display panels 
for the bathing suit and swimming equipment display. It 
will be a very simple matter for the displayman to follow 
our suggested arrangement of merchandise in his placement 
of the merchandise. 

The fixture set-up in the center shows the arrangement of 
fixtures and forms for the display of apparel. Study the 
geometrical arrangement of the forms in relation to suggested 
arrangement of fixtures for the display of accessories; note 
that definite right and left angles are used, notice also the 
manner in which the apparel faces the window glass. 

The bottom set-up suggests the fixture and display set-up 
for the display of luggage. You will notice that the cut-out 
figure dominates the entire display, with the luggage forming 
important units on the right and left sides. 





ARE YOU GOING AWAY? 
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Hot Water? 


Coorpinatep advertising operates much like a modern 
army corps. Tanks, rifles and aeroplanes are represented by 
the printing press, lithography, and silk screen process, but 
the result—the attainment of an objective—is essentially the 
same. Twenty-four sheet posters may be likened to the long- 
range guns; window displays to trench mortars; truck posters 
to cavalry or anything else that suits the fancy. The point 
is: If our immediate objective is a white sale, home acces- 
sories, or appliances, it is only common sense to support this 
activity with an advertising barrage that includes every me- 
dium at our command. Otherwise, we dissipate our strength 
and are less likely to reach our objective. 

There was a time—oh, so few years ago—when sales 
quotas were met and passed with comparative ease, but today 
the process of changing prospects into customers requires the 
combined use of all advertising facilities. For example, the 
posters on delivery trucks advertising gas water heating 
should be supported by additional posters in the store. 
Smaller reproductions, costing practically nothing, should be 
associated with the merchandise itself. A percentage of win- 


By RAY MARTIN 
CONSOLIDATED GAS COMPANY 
NEW YORK CITY 


dow displays should be based upon the same theme. Paper 
and posters, or painted outdoor bulletins, should tie-up. The 
newspaper, direct mail, and other media, should each play 
its part in the general offensive. 


The poster phases of a typical coordinated advertising plan 
are pictured on these pages. Note how the same spring clean- 
ing theme, copy, design, and illustration are used in each 
case. Note particularly the placement of the truck poster in 
the showroom. The small appliance cards are also of in- 
terest. Reproduced on light stock to permit wrapping around 
the cylindrical water heater, they continue the advertising 
program to the aciual point of sale. 


Coordinated advertising has much to recommend it, in- 
cluding a very real saving in art and preparation costs. 
Sniping at prospects with unrelated advertising is, of course, 
successful to a degree, but it lacks one of the first funda- 
mentals of sound advertising—repetition. Paraphrasing an 
old and honorable proverb, “constant suggestion wears away 
sales resistance.” 
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MODERN PUBLICITY FOR 
DISPLAY IDEAS 

It is very difficult to imagine the “well of display ideas” 
running dry, because the source of ideas is constantly being 
refreshened. Ideas are not the easiest thing in the world 
to find, particularly ideas that can be applied directly to 
window display merchandising. But, when a book like 
Modern Publicity makes its bow, the displayman’s well need 
never run dry. Publicity and display are truly synonymous; 
what is good medicine for publicity, is indeed good medicine 
for display. 


This year’s issue of Modern Publicity contains over 400 
illustrations, which means that it contains over 400 ideas 
for displays alone; and when the publicity minded display- 
man starts putting two and two together, well, 400 ideas are 
but a beginning. Many of the illustrations are in color, and 
if color is an important consideration in display—and it 
certainly is—another great source of display ideas is available 
in Modern Publicity. (Published by The Studio Publications, 
Inc., 281 Fourth Avenue, New York City. Cloth, $3.50, 
wrapper, $2.50.) 


DREYFUSS JOINS 
STENSGAARD 

Arnold Dreyfuss, formerly assistant to Kenneth Collins, 
at R. H. Macy & Co., has become associated with W. L. 
Stensgaard & Associates. He will be located in their New 
York office. Mr. Dreyfuss has served in the publicity de- 
partments of both Macy’s, New York, and Bamberger’s, New- 
ark. He is well known among eastern retail executives. 
His work will bring him in contact with both manufacturers 
and leading retailers throughout Atlantic Coast territory. 

Many new accounts have been taken on recently by the 
Stensgaard organization. In addition to headquarters at 
Chicago, branch offices are operated at New York and San 
Francisco. Beatty Stevens, formerly sales promotion man- 
ager for Abraham-Straus, Brooklyn, and more recently, the 
Broadway Department Store, Los Angeles, is in charge of 
the western office. Another staff addition is A. Grossman, 
merchandise manager, at the Chicago office. The growth of 
the Stensgaard organization during a most difficult period 
is indeed a happy commentary on the effective display and 
merchandising plans which it has created for many of Amer- 
ica’s largest business enterprises. 
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SELLING THROUGH 
EFFECTIVE DISPLAYS 


SroreE decoration covers many points of interest; it may 
be dressing up the store front, covering a lovely ankle, fash- 
ioning a trim waistline, and so on. Store decoration is always 
interesting. But let us consider windows. What are win- 
dows? It is my belief that windows represent, or should 
represent, the personality of the store. They should at once 
reflect a certain something, an artistic slant, a mass display, 
or a new art in its development or its finished stage. 

Of one thing I am certain; simplicity is always an asset 
in window display. Anyone understands a simple display; 
few people get anything out of complex color schemes. I 
often wonder why merchants do not better understand the 
psychology of their clientele. The cheaper the trade, the less 
the understanding. Yet cheap stores are the only stores to 
effect complex, mass displays. 

It is my opinion that we need less window planning. Trim 
your windows less often, but when you do trim them, see 
that they deliver a real message. If it’s a sale, and the mass 
display idea must have its way, go ahead. If it’s an ensemble 
arrangement, then let it be an ensemble, and simply so, with- 
out gee gaw puzzles made out of good merchandise. 

True, we must be artistic, and it is well to be alert. The 
public is always interested in windows allied with current 
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By SIDNEY RING 
DIRECTOR OF DISPLAYS 
SAKS FIFTH AVENUE 
NEW YORK CITY 


events. Such windows are among the most valuable. 
Recently, at Saks Fifth Avenue, we tied up our front with 
the Rockefeller Center .... people stood four deep all day 
long looking and looking. 

In my opinion, it is better to purchase excellent acces- 
sories for window work than it is to indulge in cheap fixtures, 
Such fixtures and accessories should be worked out indepen- 
dently wherever possible, so as to assist in the effect of exclu- 
sive display. Here at Saks-Fifth Avenue, we select most of 
our incidental fixtures and effects abroad, and we have al- 
ways found our fixture effects most worth while. 

The ideas which we have originated for Saks Fifth Avenue 
have been copied by other stores, but, sorry to say, most of 
the copies have been but poor examples of display crafts- 
manship. If a store must “lift” a display idea, the least the 
store can do is to do it well. Where windows represent the 
character of an establishment, it isn’t good display merchan- 
dising to allow to tolerate poor work. 

Once in a while, wherever possible, it is advisable to seek 
the services of artistic people with international reputations 
to strike a new note in window display. Your own display 
staff may be masters of their situation but artistic talent often 
grows stale, it needs stimulus. An artist in such a plight 
packs up and goes off to Brittany or some place of inspiration 
.... how many window men do this? 

Since the establishment of Sak-Fifth Avenue our window 
backgrounds have been created by our own officers and staff, 
but on certain occasions we have engaged the services of 
men like Archipenko, the celebrated international sculptor. 
This not only gave our windows a new touch, but enabled 
Saks to secure wide publicity because of the importance and 
prestige of the man engaged to help out. 

Specialization in window work is highly essential, es- 
pecially where a store has a large battery of windows. This 
means that a certain group of men should be responsible 
for the men’s displays, another group for ready-to-wear dis- 
plays, a third for furniture, and so on. 

The subject of interior displays could well occupy the 
pages of a large book. Interior display work in any store 


—A smart display of accessories in a 
“SIDNEY RING” manner. The innova- 
tion of the large hoop or ring displaying 
fabric, and over which a scarf and sweater 
are draped, as well as the hat on the silver 
cylinder, distinguish this display— 
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—Where, but at Saks’ Fifth Avenue, does 

one see men’s clothing displayed in this 

manner! While this is really more of an 

accessory display than a trim of clothing, it 

suggests the technique employed by 
Mr. Ring— 


is very extensive. In general stores, educational displays 
are important—-whether for the nursery or for the all-impor- 
tant culinary department of a household. Pausing for just a 
moment, I would like to speak of Saks’ interior displays, 
which may well be considered the displays of a speciality 
store. 

It is our belief that a limited number of displays is the 
most preferable. In the specialty shop, crowded effects are 
bad and are not in good taste. Freedom in displays is neces- 
sary; open space is important on the fashion floor. The head- 
less form is always more desirable for interior display work 
than the old-time mannequin. Suggestive displays, on the 
fashion floor, should be adjacent to the major parts of selling 
—such as sweaters with sport dresses, etc. But such displays 
are only valuable when people on the floor are alert enough 
to acquaint themselves with the facts as to prices, color 
ranges and materials. 

Great consideration should be given to top-of-the-case 
displays, for otherwise they detract from the major displays, 
and jar the sensitive eye. Case displays for interiors are a 
study in themselves, and in large establishments they should 
be considered a specialty. They should be a combination of 
artistic trim with a selling punch. 

I could talk and talk! Window and interior display is a 
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long subject. Let me just say this: “Do less trimming and 
more planning, and don’t expect your window or interior 
displaymen to do good work if you make it difficult for them 
to get the necessary tools with which to do this important 
work.” (From an address given by Mr. Ring before the Na- 
tional Retail Dry Goods Association Convention, Hotel Penn- 
sylvania, Merchandise Managers’ Division.) 


DISPLAY SERVICES MUST ORGANIZE 


Much has been said of late regarding unsound price structure and unfair business practices 
in the display service business. Now that the National Recovery Act has become the law of 
the country the display service business should present a solid front by organizing and adopting 
a sound code of business practices that will win the endorsement of the government. 


In President Roosevelt’s radio address of May 7, the following statement was made: 
‘Government ought to have the right and will have the right, after surveying and planning 
for an industry, to prevent, with the assistance of the overwhelming majority of that indus- 
try, unfair practice and to enforce this agreement by the authority of government.’ Con- 


gress has voted this authority. 


It is the purpose of this legislation to prevent unprincipled minorities in any industry to 
refuse to cooperate with the majority, so that more healthy conditions may result both as to 
prices, profits and wages. Any industry that fails to take advantage of the opportunity offered 
to clean house wil! have only themselves to blame. There are enough broadminded men in the 
display service business to unselfishly undertake the organization of the display service business 
and to adopt a sound and reasonable code that will win the approval of the administration. 
Then the force of law and government will insure improved conditions in the display service 
business with tremendous benefits to all concerned. 


The time for action is now. There is no time to lose. DISPLAY WORLD offers its good 
offices for the creation of a display service association in which all display service companies, 
whether large or small, will be entitled to membership. It is important that the association 
represent the majority of the industry to gain recognition. If you would join an association of 
this kind, please write DISPLAY WORLD at once to this effect. 














14 DISPLAY WORLD 





June, 1933 


New York Crowds 
Gaze at Masks in 


Tue newest display sensation in New York City windows 
are the facial masks used by Mme. Helena Rubinstein, in 
her 8 East Fifty-seventh Street Store. These new display 
innovations are unquesiionally the finest examples of display 
craftsmanship developed in America since the depression. 
Appearing, as they have, at Mme. Rubinstein’s, on America’s 
Rue de la Paix, the country has been quick to adopt this 
new display feature as the “smart” way to merchandise 
facial preparations. 

Foremost among these new display magnets—for crowds 
truly collect in front of display windows featuring these new 
masks—were the marvelous, three-dimensional masks of 
Mme. Rubinstein. These masks were colored with a per- 
fection and skill, and they are used to convey the very acme 
of a perfect complexion to be secured through the products 
on display, namely, the famous Rubinstein beauty prep- 
arations. 

Martine Kane, the woman artist who created and designed 
the masks featured in this article, has had an international 
art training. Her training was obtained at Brussels and 
Paris, and completed in America. Martine Kane conceived 
her idea and motif for the Rubinstein masks through a very 
complete study of Mme Rubinstein’s personal collection of 








Cosmetic 
Windows 


masks, which is said to be the largest and most extensive 
collection in America. 

The masks used in these displays are eighteen inches 
high. Their appearance in the windows, in contrast to the 
merchandise, is that of a beautifully complexioned, yet col- 
losal, face; their attention attracting power cannot be ques- 
tioned. The masks have hollow eyes, and these eyes seem 
to focus the attention of the observer on the artistry of the 
perfect complexion effect secured. Different colored pieces 
of felt are used in the production of the masks, with the hair 
effects of the two masks featured here being made entirely of 
felt. The effect is truly decorative; and used as it is for hair 
effects, it serves to accentuate the different complexion 
finishes. 

These effects are, of course, climaxed to secure the atten- 
tion of the crowds of passers-by on a street that is potent with 
influential prospects and customers. All told, there are at the 
present time fifteen sets of masks being used in America. 
They are being displayed in various parts of the United 
States; at the larger sales agencies of the Helena Rubinstein 
products, such as the leading department stores, druggists, 
specialty stores, and cosmetic retail centers. 

Following is a brief description of the various displays 


—Martine Kane— 


—lIllustrating the method used in 
producing the masks. Modeling 


boards are used; the masks are pro- 
duced from a special composition 
material— 
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pictured on these pages, as well as the dealer helps, the 
method of mask production, etc. The window display presen- 
tation of Helena Rubinstein products created at Frederick 
Loeser’s, Brooklyn, while not using the masks of Martine 
Kane, demonstrates the effectiveness of a modern display 
presentation for beauty products. This particular display was 
transferred from Loeser’s to the headquarters of the facial 
preparation firm, and has been demanded for use in two 
other large cities. The display is truly unique. The sugges- 
tion of the bride is worked out in chromium metal, the flowers 
used are lilies of the valley. The only touch of color on the 


(Continued on page 30) 
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| 5 RED POPPY LIPSTICK 


— on the lips of smart 
women everywhere — 
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—The display on the left, with the two 

masks on the background, appeared in 

the windows of Mme. Helena Rubin- 

stein, 8 East 57th Street, New York 

City. These masks are 18 inches high 
and have hollow eyes— 


—The display immediately below ap- 

peared originally at Stern Bros., New 

York City. It emphasizes the gift idea. 

We call your attention to the three 

small panels on the right of the display; 

they are linen, the outlines of the figures 
are in metal— 


—The bottom display appeared orig- 

inally at Frederick Loeser’s, Brooklyn, 

N. Y. This bridal display has a figure 

that is outlined in chromium metal, the 

only touch of color being the lips, which 
are poppy red. 


—The two cards shown at left below 
are two of the window display cards 
designed by Martine Kane, and re- 
produced by the Einson-Freeman Co., 
Long Island City, N. Y. These cards 
are intended for dealer helps. The 
card on the left is in white with silver 
outlines; the card on the right is in 
yellow, green, and silver— 
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TOP 

—An excellent example of “the floor dis- 

play stand” is shown in this display for 
“Unguentine”— 


BOTTOM 

—This “dealer display” employs a life-sized 

figure, also two large reproductions of tires. 

Real tires are shown in the tire holders on 
each side of the display— 


In WRITING the title of this article, I have departed from 
the identification of progress in the particular field of window 
and store display advertising with the hundred years of 
progress celebrated by the World’s Fair in Chicago. 

For the “Century” I refer to not a period of a hundred 
years but this century, the twentieth century, which marks 
the first real progress that has been accomplished in our 
field. Only during the three decades of the present century 
was the transition from symbolism to selling achieved. Only 
during these past thirty years were any major steps forward 
taken by business or advertising to transform this phase of 
sales promotion from the dry-as-dust to the dynamic. 

The nineteenth century, in the main, may be summed up 
as the Century of the Sign. It was usually considered suf- 
ficient to identify the business establishment by simply label- 
ing it with a name, representing the wares it carried by either 
a stodgy, unimaginative dressing of the window by fly- 
specked samples thereof, or by the use of time-honored, tradi- 
tional symbols, like the peppermint stick of the barber, the 
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This “Century 
In Display 


By M. M. EINSON 
PRESIDENT 
EINSON-FREEMAN CO., INC. 
LONG ISLAND CITY,, N. Y. 


port-and-starboard light of the druggist, and the vanished 
Indian of the tobacconist. 

The Era of Salesmanship in windows and on counters 
only began to draw with the turn of the century. Its glim- 
mering started when the scroll-bedecked buckeye chromo 
“art” that did duty as a “hanger” gave place to the somewhat 
ingenuous hand-lettered “show cards,” air-brushed to within 
an inch of their lives, but which still put over a definite sell- 
ing message. 

These naive examples of infant merchandising gave place 
to the realization that something must be done to catch the 
eye of an indifferent public—to interest them somehow in the 
necessarily selfish message of the seller. So there was a 
feverish return to the school of P. T. Barnum and the Eden 
Musee and windows were filled with all sorts of mechanical 
monsters that see-sawed and shook and gyrated with a variety 
of motion for the sake of motion alone. 

These did get more attention—in fact, these naive ex- 
amples of infant merchandising necessitated the calling out 
of the reserves, in some cases, to un-jam traffic. There were 
only two flies in the ointment. One, that the “stunt” got so 
much attention that people seldom remembered whether they 
advertised silk petticoats or soup. Two, that the mechanism 
got out of order with annoying frequency and regularity, 
stopping sometimes in peculiarly awkward positions that 
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tickled the risibilities of ribald passers-by and completely 
spoiled the intended effect. 

Laugh as we may at these adolescent efforts today, they 
still taught two important principles of display advertising 
—one, that a mere decorative arrangement of merchandise 
is not sufficient to convey a selling message to anyone except 
those who are already there to buy. And two, that something 
must be done to dramatize the selling message, in order to 
attract those who are not yet ready to buy. 

Increasing competition and the faster and faster pace of 
the machine age brought with it major prob‘ems of retail 
selling. The purely pictorial style of display advertising, or 
the application of the “cure-all” pretty girl formula came 
still farther and farther short of meeting these problems. Nor 
could the indiscriminating use of the makeshift adaptation of 
art work and copy intended for other media solve them. 

The recognition that window and store display had its own 
distinctive problems also brought its recognition as a dis- 
tinct medium. More careful study, more intelligent analysis, 
and more sound merchandising thought has been devoted to 
this development within the past decade than perhaps during 
the entire preceding period. As only a few of the major 
achievements of this more scientific approach to store dis- 
play advertising, the following deserves special attention: 

Let me cite a few instances from our own experience. 
Nearly twelve years ago one of our clients came to us with 
the problem of increasing competition by advertisers for the 
steadily lessening amount of counter space. We applied to 
this problem the same basic idea with which builders solved 
the problem of congested city space—the “skyscraper” 
principle—and devised the “double-tier” display container, 
which builds up on upright row of products on another. The 
same problem, plus the newer problem of “open display” to 
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TOP 

—The “package pyramid” idea for simplicity 

of display presentation and conservation of 
stock— 


BOTTOM 

—Another “dealer display piece” that en- 

larges the product and suggests its many 

uses, as well as products available. Another 
FKinson-Freeman display production— 


make selling automatic, was responsible for the floor display 
stand, which is virtually the advertiser’s private extension 
of the dealer’s counter; and the counter basket, with its urge 
to customers to “help themselves.” 

The problem of getting displays into chain stores, with 
their tendency to “mass merchandise” displays and “group 
items” window created the “package pyramid” idea, which 
was eagerly adopied in a wide range of industries. 

And, as perhaps the most cutstanding example of all, the 
big problem of stimulating sales without encouraging an 
already suicidal tendency to price-cutting, inspired the use 
of the “Jig-Saw” puzzle as a premium which not only stimu- 
lated business in many industries, but virtually created a 
huge new industry of its own. 

This is the type of achievement which has brought a new 
importance to window and store display merchandising and 
a new respect for it as a definite advertising medium, until 
today it is acknowledged and recognized to be on a par with 
the cther great media for telling and selling the public. 













18 DISPLAY WORLD June, 1933 


EWa! America’ 


Soe REEMANE 
ote. Exclusive! Unique! 


Another great ‘‘scoop” by the originators of the ‘‘Jig- 
Saw” craze! A premium or “give-away” novelty of 
proved selling power, and with tremendous appeal to 
young and old, at half the cost of “‘Jig-Saw’”’ puzzles or 
less! 

































It’s the ‘‘Par-T-Mask” (patent applied for) 

@ originated and created by Einson-Freeman 

e backed by a national publicity campaign 

e ‘‘plussed” by a complete merchandising plan 
@ and based on exclusive contracts with 


@ ALL Leading Newspaper Syndicates 
(for Comic Strip Characters) 


@ ALL Leading Motion Picture Companies 
(for Screen and Stage Stars) 


and the Leading Personalities of Radio—Sports— 
Music 
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EINSON-FREEMAN COMPANY, INC. 
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| Millions Nhready Sold! 
The nationwide acceptance of Einson-Freeman ‘‘Par-T- 


Masks’’ is already assured because several millions have 
been purchased for distribution by such leading adver- 


j tisers as— 
Listerine Westinghouse 
Wrigley Procter & Gamble 
Socony-Vacuum Ralston Purina 
(Standard Oil) Ovaltine 


Northern Paper Mills, etc. 


@ Get In On This New Craze! 


But don't forget that a sound merchandising plan is 
_ essential to its success. 


Einson-Freeman has been perfecting a novel and un- 
usual plan for months—at a cost of tens of thousands 
of dollars. That’s why it has been adopted by this 
country's business leaders—that’s why it will WORK! 


Write, wire or ‘phone for details AT ONCE! 





CELEBRITY MASKS 
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a | Starr and Borden Aves., Long Island City, N. Y. 
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A “CENTURY OF PROGRESS” 
LESSON 

The May issue of DISPLAY WORLD contained an 
article on the exhibit displays of the “Century of Progress,” 
and if you—a displayman or a merchant—didn’t read that 
article, we suggest that you do so immediately. The article 
concerns “Fair” exhibit displays, and it suggests the folly 
of retaining display ideas that should have been discarded 
years ago by displaymen and merchants; it also suggests dis- 
play ideas that represent modern display merchandising meth- 
ods—methods with which every displayman and merchant 
must become familiar. These new methods will enable many 
displaymen to disapprove certain display theories, as well as 
demonstrate to displaymen and merchants the folly of certain 
forms of advertising and display. We believe a brief review 
of that article is warranted. 
OLD FORMS OF 
DISPLAY 

Disp!ay forms have changed; display ideas are different; 
displays today represent a new era of merchandising. Once 
upon a time it was good display to decorate windows with 
ornate backgrounds, and great quantities of artificial effects. 
These old forms of display can well be contrasted with this 
point in the article referred to: “There are no Goddesses of 
Grain, carrying cornucopias. The symbols are picked from 
modern life and character of the product, the trade marks 
and the idea which the American public has learned to recog- 
nize, just as the old sign of Medieval Ages carried a visible 
message, clear to those who could not read.” 
LET THE PRODUCT 
TALK 

Display merchandising today fails miserably in its attempt 
to “talk about the product.” Many displays try to talk, but 
all too many of them say nothing; and the customer must 
find “the point of the nroduct” herse’f. Other windows do 
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the job too well, and such windows “yell” rather than “talk” 
about the merchandise they are displaying. The “Fair” says: 
“When you have such fascinating things to tell about, you 
don’t have to put up a lot of signs and gold and tinsel pavil- 
ions. You simply give your product a chance, which means 
perhaps providing only a simple background.” 

THE QUESTION OF 

COMPETITION 

We have long questioned the practice of store fighting 
store through newspaper advertisements and window dis- 
plays; each store trying to go the fellow next door, or the 
fellow across the street, or the fellow in the next block one 
better; each store trying to tell the same public that their 
goods is just a little bit better, or just a little bit cheaper, or 
just a little more fashionable. We wonder what he customer 
thinks of this constant fight! fight! fight! But such com- 
petitive displays have long been practiced by business. The 
“Fair” says: “The World’s Fair is doing something else. 
It is bringing competitor next to competitor and asking him 
to tell his story without shouting about it.” 

IF YOU’VE GOT SOMETHING 
TO SELL 

“If you’ve go something to se!l you’ve got something to 
say about it, and you can say it without drowning out your 
neighbor with flashing signs and blazing lights just as you 
could with all these things, and probably a little better. 
Imagine the interior of a building rocking and blazing with 
the strife of competitor against competitor without restraint. 
The World’s Fair believes that if this were what the visitor 
saw this summer when the Fair is visited, that the visitor 
would unquestionably go and spend the day on the lagoon. 
It is better to tell your story clearly and quietly and be heard 
than not to be heard at all.” 

WITHOUT 
WASTE 

If these lean years have done nothing better for the display 
installation business, it has proved the tremendous good 
will that exists between the retailer and the service company. 
It was the writer’s good fortune recently to sit in conference 
in the office of the manager of a display installation com- 
pany in one of the larger cities. During the course of a half 
hour no less than three calls were received from merchants 
asking if the service company had any displays which could 
be installed because their windows needed new decorating. 

Questioning the service man regarding these calls, he 
stated that the average druggist is so busy taking care of 
the manifold duties in connection with his store that he did 
not and would not trim his own windows. When display 
installation contracts were a‘ little more plentiful than they 
are today, there were new displays to take care of the dealer’s 
windows at regular intervals. The service man himself did 
not fully realize the great dependency of the merchant upon 
him for taking care of his window displays. 

There could be hardly any better proof of the enviable 
position the quality installation companies have with the 
dealers whom they serve. And it is this very situation that 
should prove beyond a doubt the superiority of the display 
service company as the best medium for installing the ad- 
vertiser’s window displays. 

The failure and waste of window advertising becomes a 
fallacy when the installation man is in the picture. Through 
him the “so-called” waste of display material is practically 
entirely eliminated. When his dealers flip display material 
into the paper baler it is only after it has done yeoman serv- 
ice in the show window. 

There then is no other medium that can stand comparison 
as the 100 per cent advertising vehicle. 





p 
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Courage Counsels 


Cancer 


By ANITA ARMSTRONG 
ASTROLOGER 


J uNE 21 to July 21, Cancer: The Crab—This does not 
mean the persons born between these dates are crabs (al- 
though some people may think so). It is the time when the 
sun begins to travel backward through the signs. When 
the days begin to be shorter. Mid-summer eve to be exact, 
is June 2ist, and is the Summer ingress. 

Now for the Cancerians: These people are sensitive, home 
loving, dislike arguments and avoid quarreling whenever 
possible. A pure type is an ideal pacifist. They have had 
an upsetting two years but things are better for those born 
before July 12 than they have found it in a long time. The 
rest of them will do well not to make plans but be true to 
their sign and drift with the tide. 

The new moon at Washington, D. C., June 22, brings a 
more practical outlook to the world in general and a re- 
stricted personal expression. Fortunately Saturn is mak- 
ing no aspect so the conditions will be individual and not 
universal. 

Foreign conditions are hidden, so don’t believe all you 
hear either for or against and the financial outlook in deal- 
ing with our overseas cousins is not all it might be. We are 
sure to hear of deceit, treachery and dishonesty in unexpected 
quarters. We are due for some sort of change in governmen- 
tal plans and the market has the chance to dominate the news 
for the ensuing month as it shows a decided advance, with 
quick changes of an exciting nature. 

The chart shows a most amazing mental attitude to con- 
ditions and much will be said and published that would be 
better left unknown. If we are not all very careful our 
own attitude will become deadened and unproductive. Loss 
of interest in life, loss of faith in all we have been trained 
to revere is not very helpful and these are the conditions we 
are facing. 

There are apt to be many sudden and accidental deaths, 
and those of you who are quick to anger should practice 
self-control as a rush of blood to the head should be avoided. 

Now for a bit of good news; anyone desiring to marry 
will find the planets more friendly than during the June 
moon. Conditions favor double harness so the latter part of 
June is o. k., unless your natal chart is afflicted, which, of 
course, has something to do with the case. 

White seems to be very popular, with touches of red, blue, 
brown or green. Green and silver, or gold, should find a 
place in your wardrobe for the evening, although white 
makes a strong play for first place. Black is not quite so 
important but it will be seen as it gives to the figure that 
certain something nothing else can. 

Shoes and sandals of material (from plants) cotton and 
rubber are most important and will be worn although not 
much financial gain is shown in the shoe market. 

If you wish to stage a bathing beauty contest it will be 
most successful. All swimming contests are of interest and 
the less worn the more fashionable. Now for a whisper of 
the future (we are running into cycle of conservatism; reac- 
tion from existing conditions) so make the most of your 
freedom as next year you may be wearing swaddling clothes. 

Partnerships in beauty culture and in costuming, match- 
ing your complexion to your dress and hat. so to speak; would 
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be advantageous. Putting ones best foot forward should be 
our watch word and anyone specializing along these lines has 
something they should be able to commercialize. 

There will be plenty to do, but very little remuneration, so 
much dissatisfaction, although it has not yet resulted in any 
great disruption, it will bring writings and threatened strikes. 
It may go on as far as threats against those in high positions. 

All I can say is swim even against the tide for it can’t 
last forever and land must be just ahead. 


————>_ o 


Novel Innovation 
By Wayne 





—Left to right: C. Finney, District Manager 
of the American Tobacco Company, congratu- 
lating R. V. Wayne, President and General 
Manager of Wayne Services, Inc., on the in- 
stallation of the first display in the shadow 
box in the lobby of Hotel Fort Shelby; E. J. 
Bradwell, Managing Director, and Maynard 
D. Smith, President of Hotel Fort Shelby, are 
inspecting the display— 


Wiru the installation of a dummy window in the Hotel 
Fort Shelby, Wayne Services, Inc., initiated a new service 


for users of window displays. 

According to R. V. Wayne, president, the shadaw box, 
the first of twelve to be installed in leading hotels through- 
out the country, will be available to all representatives of 
manufacturers who employ “point-of-purchase” advertising. 
There will be no charge for the service and the display will 
remain in the shadow box all during the time the representa- 
tive is in the city. 

Mr. Wayne explained that his firm was offering the serv- 
ice to aid manufacturers’ representatives in their sales work. 
“Because of our position,” he said, “we have been in close 
touch with the needs of window display users. Recently, it 
has been my good fortune to have contacted the representa- 
tives of many of America’s leading “point-of-purchase” ad- 
vertisers. Through conversations with them, I have learned 
that when they are on the road, they have occasion to employ 
individually-dressed window displays in their sales work. 
Seeing this need, we have undertaken a new service to meet 
their requirements.” 

First manufacturers’ representatives to take advantage of 
Wayne’s new display service was Mr. C. Finney, district 
manager of the American Tobacco Company. A Lucky 
Strike window display was installed in the shadow box in 
the lobby of the Hotel Fort Shelby where he is stopping. 
R. V. Wayne is well-known in the window display field, 
and his firm serves over two hundred well-known national 
advertisers. 
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The First “All Leather” 
Fashion Show 


Cuevrita is the newest name to be added to the fashion 
lexicon. It is a chamois leather which is made not only in 
natural color but by a newly perfected process is dyed as 
well in a range of vibrant shades, carefully coordinated with 
the prevailing colors in woolens. Because it is light in 
weight and velvety smooth it can be tailored in garments 
which are suitable for town wear as well as country, it can 
be worked in hats as easily as fabrics and it adapts itself 
perfectly to such important accessories as gloves, handbags, 
flowers, belts and even cigarette cases. 


The new product Chevrita was officially introduced to 
the retail and fashion world in the first all-leather fashion 
show the trade has known, given at the Waldorf Astoria’s 
Jansen Suite, Tuesday, March 21, at four to six in the after- 
noon. To demonstrate the versatility of the new leather 
the collection assembled includes active and spectator sports 
garments, town and travel costumes and evening wraps. 
Ensembles will be completed with hats of the newest sailor, 
beret and fez persuasions and bags, gloves, belts and flowers. 

Rather than appear in the conventional runway procession 
of models, Chevrita will be shown in a new “parade of wooden 
women,” or modern mannequins; and each costume in its 
permanently displayed form had more value for the visitors 
than in a fleeting single appearance on a model. 


The collection was shown in five major groups: “In Ac- 


By KATE ARLENE GOLDSTEIN 
FASHION BUREAU 

A. C. LAWRENCE LEATHER CO. 
NEW YORK CITY 


tion,” “Country Club,” “About Town,” “Quick Changes,” and 
“Dress-up.” “In Action” presented new versions of tennis, 
golf and riding costumes of Chevrita and also featured cos- 
tumes for the newly revived bicycling. There was also an 
authentic dude ranching costume, spurs, chaps, ten-gallon 
hat and all. 

The display mannequins used in this “all leather” fashion 
show were “Schenker” figures. They represent a number of 
different groups, but particularly prominent were the group 
of “debutante” figures, and the group of “detroiter” figures. 
Both groups of figures are finished in the new “cosmetic” 
finish, which represents the greatest step forward in the 
preparation of display mannequins during the past few years. 





THE STEPPER, A NEW 
FAIRY FORM 

An attractive new model has been added to the complete 
line of Fairy Forms, the hosiery display forms. It is called 
the Stepper and permits the perfect display of the entire 
hose from tip of garter top. A suggested display idea is 
the use of three or four pairs of them set up, one pair fol- 
lowing the other in a natural walking position. The hosiery 
displayed may be supplemented by the shoes on the feet and 
the tops draped with lingerie. A most effective merchandising 
attraction can be obtained in this fashion. Fairy Forms are 
the product of the Shoe Form Co., Inc., Auburn, N. Y. 
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A new method of tackless crepe paper display installa- 
tion that takes the service business in one jump from 
the horse cart era to airplane modernism. It will prove 
a revelation to you. 


national advertisers and dealers. 





WHAT, no tacks? 


At Last the Impossible Has Been Achieved 


LW 267 IN 


“THE FIRST MECHANICA! METHOD” 
PATS. PENDING 


The LOXON method is simple and foolproof. 
time required by the tack and hammer method. LOXON is permanent equipment—the first 
low cost is the only cost. Neater and better displays can be installed. Stops forever dam- 
age to the dealer’s show window from hammer and tacks. Displays can be removed instantly 
without muss or fuss. Endorsed by leading display services, crepe paper manufacturers, 


Displays can be installed in a fraction of the 


Display service companies should write at once for full and detailed information. Attractive, profitable 
agency franchises still available in many territories. 


ZAHN-PARDEE, Inc. 


RUTHERFORD, N. J. 


Easily sold to every class of merchant and provides a 
new source of income for display services. Equally 
effective for panel and interior displays. Improves uni- 
formity and efficiency. 














THE DAILY DISPLAY 
PLANNING GUIDE 

There is no such a thing as “The Daily Display Planning 
Guide,” but the displayman truly interested in systematizing 
his work and placing his “display house” in order, can find 
such a guide in The National Retail Dry Goods’s publica- 
tion called, The Daily Planning Guide. This guide is pub- 
lished by The N. R. D. G. A., 225 West 34th Street, New 
York City, and can be secured for $3.50, to members, $2.00. 

It is hardly necessary for us to speak of the importance 
of coordination between display, advertising and merchandis- 
ing. This not being necessary, we need but to quote one 
very small section of H. F. Twomeny’s foreword to prove 
the worth of this publication; its value to advertising and 
merchandising is not questioned, its value to display should 
be just as great. 

“At the present time this manual is the only compilation 
on the market which has approached the improvement of 
retail advertising from these three angles: (1) That profit- 
able selling ideas generally result from a study of other sell- 
ing ideas; (2) that promoting departments at the right time 
will eliminate much of the present-day waste in retail ad- 
verising and naturally will increase its effectiveness; (3) 
that by having ‘advance thinking time’ to develop more effec- 
tive ideas, the advertisements will reflect a better-organized 
and better conceived promotional effort.” 





CHARACTER MECHANICAL 
BOOK 

The mechanical book, with 24 mechanically-turned pages, 
has been improved as an attraction feature by the addition 
of an animated figure, life-like in every detail of motion. The 


lips move as though speaking, the head turns and nods, the 
eyebrows are raised and even the eyes roll good-naturedly. 
It is the product of the Character Display Co., 3249 N. Hern- 
don Street, Chicago, Ill. 





SCREEN STENCIL 
MAKING 

V. Colby, inventor of the Cutawl and producer of photo 
screen stencils since 1912, has just issued a complete treatise, 
entitled, Photo Screen Stencil Making Simplified, which is 
offered at $1.00 per copy postpaid. In this booklet, the author 
claims, that for the first time the only practical and at the 
same time the simplest method of photo screen stencil making 
is fully presented and explained. The method was invented 
by Mr. Colby some years ago and has been developed con- 
stantly and has proven in practical work its merit and superi- 
ority. For a copy write V. Colby, 21 East Van Buren St., 
Chicago. 


ee ee 


HORNER BOOSTS 
KANSAS CITY 

L. W. Horner of the Martin Display Service, Kansas City, 
Mo., was a visitor at the offices of DISPLAY WORLD 
June 1, while on a vacation tour. He reports business con- 
ditions at Kansas City on the upgrade and from observations 
believes that the show windows in his city are far above the 
standards prevailing in the cities he visited. There has al- 
ways been considerable rivalry in Kansas City with regards 
to show window presentations and this accounts to some ex- 
tent for the excellence of displays there. Mr. Horner pre- 
dicts a big comeback for window display advertising, which 
during the past years has proven its worth as a low cost 
sales building medium. 
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‘It°’s Just a Case 
of Circles?’ 








Irs easy enough for me to lay-out and letter a show window 


By GAYLE V. WALKER card, but when it comes to writing about them, when it comes 
DIRECTOR OF DISPLAYS to telling others just what I have done, well, that’s a different 
THE HUB CLOTHIERS matter. I believe my inability to explain the process of pre- 
WICHITA FALLS, TEXAS paring a card isn’t so much my lack of words as it is my 


familiarity with this work, which makes an explanation of a 
card seem so sort of foolish. The technique of each card is 
certainly quite obvious, but as a description is wanted, here 
it is: 

A QUESTION OF CIRCLES 

The four cards used with this article are extremely simple 
| 

{ 





to make. The lettering is mostly pen work, but two of the 
cards contain a combination of pen and brush work. The 













&aster » illustrations in every instance are advertising illustrations, 
Su NOLY and they certainly add materially to the attractiveness of the 
April Oth cards; in fact, the illustrations make the cards. I want you 


to study the layout. I have used a circle, or a combination 
of circles on each card. Circular designs and circular copy 
or layout can be used to exceptional advantage on window 
cards. With these particular cards the circles seem to “spot” 
the message, 
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SCOTS GUARD GREY 


This “Scots Guard Grey” card makes exceptional use of 
the smart fashion illustration. It seems to command atten- 
tion. Appearing as it does at the top left-hand side, the figure 
seems to walk right into the card and informs the observer 
that “Scots Guard Grey” is “Spring’s Newest Color,” and 
that the suits in the window are “Londontown Tailored.” 















bndontown Yatlored. 


SMART NEW TRI-PLIES 


eal This card is obviously too late for “Easter Sunday,” but 
| even with that copy removed, or other seasonable copy sub- 














stituted, it offers tremendous possibilities. The use of the 
circle and the illustration is particularly noteworthy; the fig- 
ure of the man seems to be resting on the edge of the circle. 
The lettering of “Tri-Plies” and the “price” are done with a 
pen with a faint grey shadow—done with a brush—to lend 
depth. (It is quite doubtful whether the grey shadow will 
show in the reproduction of the card.) 





| 
CONFIDENCE | 
( WEEK | 
Brings Grete | 
Yyelves | 


NEW SPRING YORKSHIRES 


Splendid balance is obtained in the “Spring Yorkshires” 
card by balancing the prominent illustration, which appears 
at the top of the card, with the small black circle at the bot- 
tom—had the small circle not heen introduced, this card might 
have been top-heavy. 


THE VALUE GROUP 


The last card, “The Value Group,” shows another interest- 
ing example of the use of circles and advertising illustration. 
Fortunately the large circle is high enough, with the “T” 
adding a smart enough bit of interest to the top of the card, 
to prevent the card from being too heavy at the bottom. 
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NEW PORTABLE REFLECTOR 
LIGHTING UNITS 

Experience gained in filling the exacting needs for lighting 
equipment for photographers has enabled the Solite Sales 
Co., 1373 Sixth Avenue, New York, to build reflectors for 
window display uses that bring out all details of displays 
sharply and clearly. Brilliant color effects can be secured 
by placing any desired color effect or combination in front 
of the reflectors in the form of gelatine sheets. Daylight 
effect for night work in display studios of department stores 
and for creators of window displays can be secured by at- 
taching a blue gelatine sheet. Solite Reflectors are furnished 
complete with twenty feet of rubber cord or fifty feet of 
rubber cord, with or without stand and can be secured at ex- 
ceptionally reasonable cost. 


ee ee 


TRUFORM DISPLAY 
BOARDS 

A new display accessory has been introduced by the 
Tru-Form Display Board Co., 955 E. Fourteenth Street, 
Brooklyn, N. Y. By the use of cut-out display boards gar- 
ment stands can be transformed into semi-figures. The 
boards are suitable for the display of all types of ready-to- 
wear and negligee. They are produced in three sizes and are 
very nominal in cost, and have been well received in the east. 





DALLAS DISPLAYMEN 
ELECT 

At a meeting of the Dallas Display Club, May 8, the fol- 
lowing officers were elected: J. L. Thomas, president; H. H. 
Wallace, vice-president; C. S. Waldman, secretary and treas- 
urer, and W. E. St. Claire, publicity director. 

Plans were made for the trip to Shreveport, where the 
S. D. M. A. convention will be held on May 28 and 29. The 
Displaymen were unanimous in their enthusiasm to bring 
the next convention to Dallas, and are determined to put 
forth every effort toward that end. 


—_——— — 





DeWEESE LOCATES 
IN PITTSBURGH 

Jack H. DeWeese, formerly sole owner of the Onli-Wa 
Display Fixture Co., Dayton, Ohio, has located at 604 Cham- 





JACK H. DeWEESE 


ber of Commerce Bldg., Pittsburgh, Pa., and will engage in 
the distribution of display fixtures, mannequins, display 
forms and display materials for all types of display. The 
new organization will be known as the DeWeese Display 
Equipment Co. The territory served will include Western 
Pennsylvania, West Virginia and Southern Ohio, which will 
be covered by Mr. DeWeese personally. He has been en- 
gaged in the display equipment business for eighteen years 
and is probably one of the best known men in this business 
in the country. 
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Mat 
Mat 


>> AND NOW 


Cardboard is rapidly finding its place among the lead- 
ing medias for Beverage DISPLAYS and NOVELTY 
DEVICES of all descriptions ... 


New and MANIFOLD uses for “Nat-Mat” CARD- 
BOARDS are fulfilling the requirements. Ask for 
your FREE samples. 


Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 











Just what you need for decorating economically. 


PHOTO SCREEN STENCIL MAKING 
SIMPLIFIED 


- A complete treatise 
Explained so that anyone can understand 
how to make them. 


By VINCENT V. COLBY 


Inventor of the International Cutawl 
Producer of photo screen stencils since 1912 


SENT PREPAID UPON RECEIPT OF $1.00 
Address 


V. COLBY 


Suite 705, No. 21 East Van Buren St., Chicago, IIl. 








MAKE A START 





FOR 1933 


25 





After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 

Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 


We Solve Your Problem With Our New 
Home Study Courses. 


Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditions and we will try to help you be prepared 
for better times when they arrive. 


THE KOESTER SCHOOL 
Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 











FELT for DISPLAYS 


“The Use of Felt in the Show Window” is a most helpful guide 
for displaymen who are interested in using Felt to create at 
economical cost window displays that are unusual in attracting 
attention. This booklet is free to displaymen. Write for your 


Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 


copy Today. 
WESTERN FELT WORKS 


Established 1899 
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“POINT-OF-SALE” = 
GALLERY 


CUDANYS _ —The “Peacock Products” display is in two 
mere planes, with the back piece measuring 19”x36”, 
Peacock the front piece measuring 1214”x36”; the two 
pieces are attached by means of a box easel. 
Eight colors were used in the production of the 
display. Display designed and produced by Ket- 
terlinus Lithographing Company, Philadelphia, 
Pennsylvania— 




















—This “Hip-Zip” display represents an ex- 
tremely modern design technique, with a definite 
Continental influence. The figures very angular 
in conception, which together with the angular 
design of the cards produces a display piece of 
great attraction. The large cards are approxi- 
mately 19x29” in size, the smaller cards are in 
direct proportion. Cards designed and produced 
by the Kalasign Company, Kalamazoo, Mich.— 





—A truly ingenuous display production is repre- 
sented in this Nicholson File display. By the 
clever use of an electric flasher, the windows of 
the stores and shops light up, and serve to attract 
even more attention to the wide use of the prod- 
uct—Nicholson Files. The windows and doors 
of the stores are constructed of transparent ma- 
terials. Display designed and produced by The 
Munro & Harford Company, New York City— 








—From the king of buildings and a queen of 
ships to the modest dwelling, “Nothing too 
big or too small for DuPont Paints—Var- 
nishes—Duco.” This display is in two planes 
and three pieces. The back piece has redish 
yellow circular piece with black lettering— 
trade mark in red; Empire State building and 
S. S. Manhattan in blues. Display designed 
and produced by The Forbes Lithograph PROTECTION 
Manufacturing Co., Boston, Mass.— for every ree u 

gp YOUR HOME 


PAINTS VARNISHES DUCO 


peco 








PAINTS © VARNISHES 
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—This sport equipment display for A. G. Spalding 
& Bros., has a strong appeal for the player of the 
game, through emphasizing the ultimate objective 
of all sport—a good score. A reproduction of a 
score card, projects from each display with an ef- 
fective sales message in a hand-written effect. By 
means of an ingenious construction, the ball on the 
centerpiece is curved and gives the appearance of 
being an actual ball cut in half. Display designed 
and produced by the Einson-Freeman Co., Inc., 
Long Island City, N. Y.— 








: —This Hickok sport belt display is indeed a 
coe ihe UMS : oy 3 a deluxe trim. It is 6 feet high and requires a 
ASCOT unm oS per } 5 window 8 feet or more in length. The colors 
nae eae vm 5 of the display are yellow, blue, black, grey, 
foo fo and tan. The entire display comes knocked- 

- ail down, packed in a standard light-weight ship- 
ping case. This itinerant display is operated 
by W. L. Stensgaard & Associates, Chicago, 

Illinois— 


unusual VALUE 











—tThe importance of using a toothbrush which 
fits the teeth, and thus insures perfect mouth 
protection, is forcefully shown in this new 
single unit display. Spotlighting the face of 
a woman using the toothbrush, the display 
demonstrates just how Tek Toothbrushes 
conform to the shape of the mouth by using 
the simple illustration of the space between 
the thumb and forefinger as a parallel. Dis- 
play designed and produced by Einson-Free- 
man Co., Inc., Long Island City, N. Y.— 








—While this itinerant display consists of three 
sections, it combines into a complete unit 
measuring 7 feet high by 11 feet wide. The 
center panel is an arched unit of turquoise 
blue. Relief bands of blended blues frame 
this panel on the right and continue along 
the base of the entire right unit. The left 
unit carries illustrations rendered in oil. Dis- 
play designed and produced by W. L. Stens- 
gaard & Associates, Chicago, I1l.— 
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Shreveport Convention 
Inspires Confidence 


Tue third annual convention of the Southern Display 
Men’s Association proved both a challenge and an inspiration 
to the displaymen of America. The meeting, which convened 
for two days, May 28 and 29, at Shreveport, La., was excep- 
tionally well attended and proved to the skeptics that there 
are adequate numbers of group conscious members of the 
display profession who are interested and willing to work 
for an improved status for display as a merchandising factor 
and for the greater recognition for the profession which has 
brought about the development of the display art. 

The convention was an outstanding success from every 
standpoint: Attendance, finance and education. President 
W. L. McCurry called the meeting to order with a registered 
attendance of seventy-three displaymen from all points south. 
Hon. John W. McW. Ford, commissioner of finance, Shreve- 
port, graciously welcomed the visitors. J. T. Thomas, presi- 
dent, Dallas Display Men’s Club, responded for the conven- 
tion in a most able manner. 

The several sessions were well attended and included a 
splendid array of discussions by the assembled displaymen on 
display technique and sales promotion. All agreed that the 
educational value of these talks and the ideas they imparted 
were more than worth the cost of the convention trip. 

The highlight of the convention was the adoption of a 
new name for the association in line with the growing opinion 
that the displayman is and should be given recognition as a 
sales promotional executive. Accordingly the name accepied 
was “Southern Display Promotional Directors,” together with 
the slogan, “Merchandise Promotion Through Display.” 

Accordingly, a new shield is to be designed before the next 
meeting, a contest for which will be planned. Rules and 
particulars will be formulated by the new officers and made 
public at the earliest possible time. Watch for the contest 
announcement. 

It was also decided that tuture meetings of the association 
shall take the form of conferences and shall be so desig- 
nated.. The association hopes by the use of the word con- 
ference instead of convention to emphasize the fact that its 
sessions are strictly educational in nature and not the usual 
“joy ride” so often associated with conventions. 

By vote of the convention, Dallas was awarded the 1934 
meeting, has promised much, but threatens to give more than 
it promises. 

New officers were elected as follows: President, J. T. 
Thomas, Dallas Power & Light Co., Dallas; first vice presi- 
dent, B. E. Chester, Monnig’s, Ft. Worth; second vice presi- 
dent, Sam G. Elliott, Goldstein-Migel Co., Waco; third vice 
president, Joe Bronsing, New Bry’s, Memphis; secretary- 
treasurer, H. H. Wallace, A. Harris Co., Dallas; replacement 
secretary, T. Willard Jones, Phelps Shoe Co., Shreveport. 
The latter office is an innovation and will serve as an employ- 
ment bureau to assist displaymen to locate positions and 
enable merchants to secure properly qualified displaymen. 

Five hundred and twenty entries in the photo contest set 


a new record for this event. The winners follow: 


Class 1, Ladies and Misses’ Evening Apparel—(1) Jos. Apolinsky, 
Birmingham, Ala.; (2) Edgar Leiberman, Atlanta, Ga.; (3) J. Douglas 
Batson, Greenwood, Miss.; (H. M.) Ed O’Donnell, Binghamton, N. Y. 

Class 2, Ladies and Misses’ Suits, Dresses and Coats—(1) Jos. 
Apolinsky, Birmingham, Ala.; (2) Edgar Leiberman, Atlanta, Ga.; 
(3) to Leiberman, Atlanta, Ga.; (H. M.) J. Douglas Batson, Green- 
wood, Miss. 


Class 3, Ladies and Misses’ Sport Apparel—(1) Edgar Leiberman, 
Atlanta, Ga.; (2) Edgar Leiberman, Atlanta, Ga. 

Class 4, Children’s Apparel—(1) Ed O’Donnell, Binghamton, N. Y.; 
(2) John Morrell, Shreveport, La.; (3) Edgar Leiberman, Atlanta, Ga.; 
(H. M.) E. Ted Joyce, Shreveport, La. 

Class 5, ‘Piece Goods—(1) Ed O’Donnell, Binghamton, N. Y.; (2) 
W. Kickirillo, Dallas, Texas; (3) Ed O’Donnell, Binghamton, N. Y.; 
(H. M.) Edgar Leiberman, Atlanta, Ga. 


Class 6, Millinery—(1) J. Macrel, Shreveport, La.; (2) J. Macrel, 
Shreveport, La.; (3) Edgar Leiberman, Atlanta, Ga. 

— 7, Table and Decorative Linens—(1) W. L. McCurry, Shreve- 
port, La. 

Class 8, Lingerie and Underwear—(1) Ed O’Donnell, Binghamton, 
N. Y.; (2) T. Willard Jones, Shreveport, La.; (3) Jos. Apolinsky, Bir- 
mingham, Ala.; (H. M.) W. Kickirillo, Dallas, Texas. 

Class 9, Corsets—(1) Edgar Leiberman, Atlanta, Ga.; (2) Edgar 
Leiberman, Atlanta, Ga. 


Class 10, Dress Accessories—-(1) Edgar Leiberman, Atlanta, Ga. 


Class 11, Notions—(1) Jos. Apolinsky, Birmingham, Ala.; (2) T. 
Willard Jones, Shreveport, La. ” " , di 

Class 12, Toys—(1) Jos. Apolinsky, Birmingham, Ala.; (2) T. Wil- 
lard Jones, Shreveport, La.; (3) Edgar Leiberman, Atlanta, Ga.; 
(H. M.) T. Willard Jones, Shreveport, La. : 

Class 13, Hosiery—(1) Edgar Leiberman, Atlanta, Ga.; (2) T. Wil- 
lard Jones, Shreveport, La.; (3) T. Willard Jones, Shreveport, La.; 
(H. M.) T. Willard Jones, Shreveport, La. 

Class 14, Mens and Boys’ Clothing—(1) Ed O’Donnell, Binghamton, 
N. Y.; (2) Edgar Leiberman, Atlanta, Ga.; (3) Edgar Leiberman, At- 
lanta, Ga.; (H. M.) E. Ted Joyce, Shreveport, La. 

Class 15, Men’s Hats and Caps—(1) W. Kickirillo, Dallas, Texas; 
(2) Jos. Apolinsky, Birmingham, Ala.; (3) W. Kickirillo, Dallas, 
Texas; (H. M.) T. Willard Jones, Shreveport, La. 

Class 16, Men’s Furnishings—(1) E. Ted Joyce, Shreveport, La.; 
(2) Edgar Leiberman, Atlanta, Ga.; (3) E. Ted Joyce, Shreveport, La.; 
(H. M.) W. Kickirillo, Dallas, Texas. 

Class 17, Books, Stationery, Silverware—(1) Edgar Leiberman, At- 
lanta, Ga.; (2) Jos. Apolinsky, Birmingham, Ala.; (3) Edgar Leiber- 
man, Atlanta, Ga.; (H. M.) Ed O’Donnell, Binghamton, N. Y 

Class 18, Gift Novelties—(1) Ed O’Donnell, Binghamton, N. Y.; 
(2) Edgar Leiberman, Atlanta, Ga.; (3) Ed O’Donnell, Binghamton, 
N. Y.; (H. M.) Ed O’Donnell, Binghamton, N. Y. 

Class 19, Bathing Suits—-(1) E. Ted Joyce, Shreveport, La.; (2) Ed- 
gar Leiberman, Atlanta, Ga.; (3) Geo. Hartwell, Mobile, Ala.; (H. M.) 
W. L. McCurry, Shreveport, La. 

Class 20, Gas or Electrical Utilities—(1) C. C. Bullard, Shreveport, 
La.; (2) C. C. Bullard, Shreveport, La.; (3) C. C. Bullard, Shreveport, 
La.; (4) Ed O’Donnell, Binghamton, N. Y. 

Class 21, Sporting Goods—(1) T. Willard Jones, Shreveport, La.; 
@) J. Apolinsky, Birmingham, Ala.; (3) T. Willard Jones, Shreve- 
port, La. 

Class 22, Musical and Radio Instruments—(1) W. Kickirillo, Dallas, 
Texas; (2) C. C. Bullard, Shreveport, La.; (3) C. C. Bullard, Shreve- 
port, La. 

Class 23, Carpets and Rugs-—-(H. M.) Ed O’Donnell, Binghamton, 
New York. 

Class 24, Draperies and Curtains—(1) J. Macrel, Shreveport, La.; 
(2) Ed O’Donnell, Binghamton, N. Y.; (3) Edgar Leiberman, Atlanta, 
Georgia. 

Class 25, Furniture—(1) Edgar Leiberman, Atlanta, Ga.; (2) C. C. 
Bullard, Shreveport, La.; (3) Edgar Leiberman, Atlanta, Ga. 

Class 26, Drugs, Toilet Articles, Cigarets—(1) Ed O’Donnell, Bing- 
hamton, N. Y.; (2) John Macrel, Shreveport, La.; (3) Jos. Apolinsky, 
Birmingham, Ala. 

Class 27, Children’s Shoes—(1) T. Willard Jones, Shreveport, La.; 
(2) fT. Willard Jones, Shreveport, La.; (3) J. Douglas Batson, Green- 
wood, Miss.; (H. M.) T. Willard Jones, Shreveport, La. 

Class 28, Luggage and Leather Goods—(1) T. Willard Jones, 
Shreveport, La.; (2) IT. Willard Jones, Shreveport, La.; (H. M.) T. 
Willard Jones, Shreveport, La. 

Class 29, For Use of Manufacturers’ Materials—(1) E. Ted Joyce, 
Shreveport, La.; (2) T. Willard Jones, Shreveport, La.; (H. M.) Ed 
O’Donnell, Binghamton, N. Y. 

Class 3), Civic, Charity, Memorial—(1) Jos. Apolinsky, Birming- 
ham, Ala.; (2) T. Willard Jones, Shreveport, La.; (3) Jos. Apolinsky, 
Birmingham, Ala.; (H. M.) T. Willard Jones, Shreveport, La. 

Class 31, Mens or Women’s Shoes—(i) T. Willard Jones, Shreve- 
port, La.; (2) T. Willard Jones, Shreveport, La.; (3) T. Willard Jones, 
Shreveport, La.; (H. M.) Ed O’Donnell, Binghamton, N. Y. 


Class 32, Both Interior or Exterior of Store—(1) C. C. Bullard, 
Shreveport, La.; (2) J. Douglas Batson, Greenwood, Miss.; (3) Edgar 
Leiberman, Atlanta, Ga.; (H. M.) Edgar Leiberman, Atlanta, Ga. 


Class 33, Float or Automobile—(1) T. Willard Jones, Shreveport, 
La.; (2) Jos. Apolinsky, Birmingham, Ala.; (3) Ed O’Donnell, Bing- 
hamton, N. Y. 

Class 34, Sketch for Float—(i) W. L. McCurry, Shreveport, La.; 
(2) W. L. McCurry, Shreveport, La.; (3) T. Willard Jones, Shreveport, 
La.; (H. M.) T. Willard Jones, Shreveport, La. 

Class 35, Sketch for Post, Ledge or Table Display—(1) W. L. Mc- 
Curry, Shreveport, La.; (2) W. L. McCurry, Shreveport, La.; (3) T 
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Willard Jones, Shreveport, La.; (H. M.) T. Willard Jones, Shreveport, 
Louisiana. 

Class 36, Sketch for Background—(1) Edgar Leiberman, Atlanta, 
Ga.; (2) W. L. McCurry, Shreveport, La; (3) W. L. McCurry, Shreve- 
port, La.; (4) C. C. Bullard, Shreveport, La. 

Class 37, Sketch for Window Display—(1) Edgar Leiberman, At- 
lanta, Ga.; (2) W. L. McCurry, Shreveport, La.; (3) T. Willard Jones, 
Shreveport, La.; (H. M.) T. Willard Jones, Shreveport, La. 


Class 38, Brush or Pen Show Cards—(1) E. Ted Joyce, Shreve- 
port, La.; (2) T. J. Briggs, Shreveport, La.; (3) T. Willard Jones, 
Shreveport, La.; (H. M.) W. L. McCurry, ‘Shreveport, La. 

Class 39, All Brush Show Cards—(1) T. Willard Jones, Shreve- 
port, La. 

Class 40, Ten Cards Any Style—(1) T. Willard Jones, Shreveport, 
La.; (Z) D. C. Wilkes, Shreveport, La.; (3) Chas. J. Kountry, Mobile, 
Ala.; (H. M.) W. L. McCurry, Shreveport, La. 

PRIZE WINNERS 

Sweepstakes, Collection of 12 Photos—(i) T Willard Jones, Shreve- 
port, La.; (2) Edgar Leiberman, Atlanta, Ga.; (3) T. Willard Jones, 
Shreveport, La. 

Grand Prize—T. Willard Jones, Shreveport, La., 280 points; second 
grand prize, Edgar Leiberman, Atlanta, Ga., 270 points; third prize, 
Jos. Apolinsky, Birmingham, Ala., 130 points; fourth prize, Ed O’Don- 
nell, Binghamion, N. Y., 115 points. 

Champion (250 points or more)—Edgar Leiberman, 270; T. Willard 
Jones, 280. 


This is the first year that a champion has been declared. After 
being declared champion by winning 250 points, one is ineligible to 
compete in the annual contest for a period of three years. Instead, 
a championship class is declared, these champions competing only 
against each other. 


DES MOINES DISPLAY CLUB 
Reported by 
PHIL DOYLE 





Twenty members of the Des Moines Display Club were 
present at the May meeting. Several addresses were given. 
The first talk concerned the comparison of large and small 
store advertising in relation to net sales. This talk was given 
by a representative of the Register and Tribune paper. Clyde 
L. Hulsizer’s talk was broadcast over the radio. His subject 
was, “Making the Customer More Window Conscious.” A 
brief resume followed Mr. Hulsizer’s talk. 

The Des Moines Display Club plans to conduct a display 
program for the Des Moines Advertising Club. The Club 
also plans to conduct a special meeting to be known as 
“Bosses Night.” 

It is planned that at each meeting of the club, short talks 
will be made by the various members regarding the display 
merchandising of summer ready-to-wear, bathing suits, lug- 
gage, shoes, men’s sport clothes, furnishings, draperies, fab- 
rics, etc. The seasonable appeal of the merchandise will be 
taken into consideration, and the speakers will govern the 
presentation of their subject accordingly. 


ee ee 


A PROPHECY 

“Within ten years the expenditures by national advertisers 
for window and counter displays will be twice the present 
estimated sum, or in excess of three hundred millions. We 
base this belief on the growing recognition of the sales value 
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For All 
DISPLAY 


Purposes 
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Cuts easily 
with clean 
edges— 
pastes or 
glues read- 
ily—avail- 














able in a 
variety of 
beautiful 
colors suit- 
able for 
every sea- 
THE FELTERS Co., INC. |son and 
210D SOUTH ST., BOSTON, mass. | for every 
New York: 300D Fourth Ave. | use—quick 
ee 1013D Public Ledger | delivery. 
Prd 538D South Wells St. | WwW 


St. Louis: 1602D Locust St. 
Detroit: 6-269D General Motors Bldg. 
San Francisco: 1499D Market St. 


Write today 
for samples 
of colored 
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Factories at Millbury, Mass.; Jackson, | F ELT 
Mich.; Johnson City and Middleville, N. Y. | 

















The F'ountain Air Brush 
THE AIR BRUSH OF THE PARTICULAR ARTIST 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 West Van Buren St. Chicago, Illinois 
































A distinctive and dignified Me- 





of displays and on the fact that advertisers will willingly 
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enlarge their investment when they see enlarged earnings. i ae... were | chanical Book. Adapted for de- 
The concentration of many factors on the greater effective- Hi noice | ce ame partment stores, banks, travel 
ness of displays cannot but influence an ever-increasing vol- i] i | Ki bureaus, conventions, fairs, ete. 
ume of expenditures for the point-of-sale medium.”—From iL <= CHARACTER DISPLAY CO. 
June 1 Edition of Advents, Weekly Bulletin of the Pittsburgh ae 7. 3249 N. Herndon St. 
Advertising Club. =} JEEZ Chicago, III. 








MARTIN SUPERVISING DISPLAY ACTIVITIES 
OF AFFILIATED GAS COMPANIES 

The Display Studio of the Consolidated Gas Company of 
New York, under the direction of Raymond M. Martin, is 
now supervising poster and window display activities of 
electric companies affiliated with the Consolidated Gas Com- 
pany System, as well as of the gas companies. This follows 
the recent centralization of gas and electric advertising. 
Mr. Martin has been in charge of the gas companies’ display 
work for eleven years. He originated a type of window ad- 
vertising widely used by the utility companies. 





Only Manufacturers of 
ALL ARTICULATED 
MANNEQUIN 
Patent Applied For 
STANDS—SITS—LEANS 


. ff Be ww ' s 
SIEGEL MANNEQUINS, INC. 


102 W. 37TH STREET, NEW YORK 
PENN. 6 - 9494 



































Please mention Display World when writing advertisers 
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COMPLETE INSTALLATION FACILITIES 
OFFERED BY DENVER SERVICE 

M. D. Ryan, and H. M. Klein, of the Denver Display 
Service, have just returned to Denver from an extensive 
business trip through the East. Their trip took them as far 
East as New York City, and they had the pleasure of not 
only contacting many large manufacturers, but of visiting 
the largest and most prominent display services in the East. 
Both Mr. Ryan and Mr. Klein feel that the value of their 
eastern trip is immeasurable. The idea suggested by manu- 
facturers for installation improvements, as well as the effi- 
cient operation of a display service—many ideas of which 
were suggested by their visits to the offices of prominent 
installation companies—will enable them to improve the 
character of their own organization in Denver, and to offer 
the manufacturer the facilities of a modern installation serv- 
ice in Denver territory. 

The work of the Denver Display Service consists of more 
than just the installation of window displays. They create 
original installation displays, manufacture and produce dis- 
plays for many local concerns, and operate a show card 
service. Their organization consists of seven displaymen who 
work very efficiently in their respective territories. 

Their work, at the present time, covers Denver and its 
suburbs; namely, Englewood, Aurora, Arvada, Golden, and 
Boulder. Their territory often includes installations in Colo- 
rado Springs, Fort Collins, Greeley, and they have even gone 
as far North as Laramie, Wyoming. Among the many manu- 
facturers that they have served are: American Tobacco, 
Meadow Gold Ice Cream, Prophylactic Brush, Iodent Chemi- 
cal, Canada Dry Ginger Ale, Garfield Tea, Rainier Lime 
Rickey and Malt, Bristol-Myers, and many local accounts. 


CURTIS-LEDGER INTRODUCE 
NEW DISPLAY FIXTURE 

Curtis-Leger Fixture Company, 341 So. Franklin Street, 
Chicago, Ill., are getting out something entirely new in the 
way of a displayer. 

This comprises a metal frame, card size 1514”x47”, the 
frame and legs being finished in dull black, and attached 
to this frame is a rod with three swinging attachments on 
either side, the rod and attachments being chrome plated. 

These swinging arms are movable both horizontally and 
vertically and on them different fittings can be attached to 
display all kinds of merchandise such as shoes, hosiery, mil- 
linery, bags, etc. 

The idea of this displayer is a close couple between ad- 
vertising, sales story of description, style, quality and price 
and the merchandise displayed thereon. 

In addition to the size given above, they are also manu- 
facturing one with the card size 19”x54” and one made to 
use an 11”xi4” card. This smaller unit is especially for 
use on showcases and ledges. Patents have been applied for. 
A complete illustrated description will be sent upon request. 








USE COLORTONE AND MAKE YOUR 
DISPLAYS DISTINCTIVE 

Eminent window disp'aymen agree that the two best at- 
tention-compelling attractions are motion and color. Motion 
is expensive, and requires expensive space: “Colortones” are 
inexpensive and extremely popular with displaymen every- 
where. Materials in “Colortones” are specially processed 
and are listed as standard by Underwriters’ laboratories. 
They can be used outdoors or inside, and are strong, durable, 
and weatherproof. They will not crack, tear or shatter. 
“Colortones” are a permanent and economical solution of your 
color display problems. 
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“Colortones” fit all reflectors and lamps up to 500 watts, 
and are stocked in seven standard colors. Special colors or 
designs can be supplied upon request. Write the manufac- 
turer for full details—National Colortone Co., Richmond, Ind. 





SHERWOOD DISPLAY SERVICE 

It is springtime in the Rockies, and the Sherwood Display 
Service, Cody, Wyoming, is making the round of the towns 
that they service with new national displays. They cover 
Billings, Bridger, Roundup, Lewistown, Stanford, Belt, Great 
Falls, Cascade, Helena, Logan, Bozeman, Livingston, Big 
Timber, Columbus, Laurel, and Fromberg, Montana; and 
Sheridan, Buffalo, Midwest, Casper, Glenrock, Shoeshone, 
Thermopolis, Worland, Bason, Greybull, Powell, and Lovell, 
Wyoming. It sounds like a “Wild West Show,” doesn’t it? 
But wild-west or no wild-west, the Sherwood Display Service 
covers that territory and covers it well. 


W. G. WAGENHALS’ ANIMATED 
ADVERTISING DISPLAYS 

W. G. Wagenhals, a pioneer in the animated display field, 
has disposed of his interest in Animated Advertising Dis- 
plays, Inc., Detroit, of which he has been president for the 
past six years, and plans to devote his entire attention to the 
creation and production of the small animated type of “re- 
minder” displays. Mr. Wagenhals plans to concentrate his 
animated display efforts on the production of displays that 
can be produced for as little as 75c to $2.00 each. The new 
location is, W. G. Wagenhals, 2834 East Grand Boulevard, 
Detroit, Mich. 
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NEW YORK CROWDS 
GAZE AT MASKS 


(Continued from page 15) 


figure is on the lips—they are red poppy, the newest Helena 
Rubinstein preparation. 

The Stern Bros. window presentation was featured orig- 
inally by Stern’s, but its popularity has demanded its use by 
stores over the entire country. This display pays particular 
attention to the “gift” idea of beauty preparations. Notice 
particularly the faces on the three small panels, they are metal 
on linen. The large background panel is in vermilion color— 
the official Rubinstein color. Raised letters are used through- 
out the display. 

The two small cards shown at the bottom of the page 
were also designed by Martine Kane. These cards are to be 
used by the dealer in their window displays and on their 
counters. The light-colored card is in white with silver out- 
lines; the other card is a very colorful spring idea, produced 
in yellow, green, and silver. 

Two small illustrations show the Martine Kane masks in 
the course of construction. The masks are produced on mod- 
eling boards, and a special composition material is used. 
This material is painstakingly moulded, painted with several 
coats of paint to secure the perfect complexion finish. It is 
during the development of the facial finishes that great care 
must be taken to prevent damage to the masks. Once the 
masks are finished, they are quite durable, and will stand 
considerable wear, even in view of their extreme lightness. 

It is widely evident that the vogue for masks in displays 
as innovated by Martine Kane for Helena Rubinstein has 
become a great national vogue, and its added growth is to be 
expected. This special display material supplements an ef- 
fective array of lithographed dealer display material produced 
by the Einson-Freeman Co., Inc., Long Island City. 
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e Opportunity Exchange e 











FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5. 25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








POSITION WANTED 


Combination Man—High class cardwriter, 
window and advertising man wants place 
at once. College grad. late; age 35; 10 
years practical experience in both north 
and south. Can produce results. Best 
references. Will go anywhere at once. 
J. Macrel, Gen. Del., Shreveport, La. 


FREE EMPLOYMENT SERVICE 


POSITION WANTED ads in the Opportunity Exchange are inserted 
FREE for unemployed displaymen and cardwriters. 

In order to secure the benefit of this FREE ad service you must be 
unemployed at the time your ad is sent in. Please write copy very plain, 
stating that you are unemployed, the name of the last employer and the amount 


of salary last obtained. 


FORMS FOR JULY ISSUE CLOSE JULY 10 

















POSITION WANTED 
Displayman—Eight years experience; low 
salary; fine references. Will go anywhere, 
large or small store. Can design and 
build modern backgrounds. Clean selling 
windows, s— and some. advertising. 
Married; age Address Cyrenus Parker, 

Care pig ee WORLD 











POSITION WANTED—Combination win- 
dow trimmer and cardwriter. Can do 
backgrounds for modern displays. Depart- 
ment store experience. Nine years with 
last employer. Salary adjusted to present 
conditions. Best references. PAUL D. 
} ga 15973 Euclid Ave., East Cleveland, 
0. 


100 Per Cent PROFIT 
and MORE 
SELLING TO STORES 


Price Cards, Banners, Pennants 


Beautifully colored displays, for every 
line of business. Our immense offerings 
and low prices get orders from every mer- 
chant who wants to brighten up his store. 

Complete selection in stock at all times. 
Write for catalog, free samples and price 
list to Dept. B. 


Union Sign & Display Co. 
17 St. Marks Place 
New York City 


WANTED DEPT. STORE 
DISPLAY MANAGER 


A large southwestern department store 
wants to employ a display manager who 
can do an outstanding job. Must be able 
to furnish best of references as to char- 
acter and executive ability. Must be able 
to plan far enough in advance to do 
something about the plans. Write, giv- 
ing details as to qualifications, character, 
experience, salary desired and references. 


Address “B. D.” 
Care DISPLAY WORLD 














POSITION WANTED 
Displayman and cardwriter desires posi- 
tion with exclusive specialty shop or high- 
class department store. Will go anywhere. 
All offers considered. Best reference. 

Address “P. P.” 
Care DISPLAY WORLD 








POSITION WANTED 
Combination window trimmer and card 
writer, with 8 years’ experience in men’s 
wear, specialty shop and department store. 
Age 27; married; finest references. Will 
go anywhere east of the Mississippi for 
$25 per week. Address 

JOHN VESTER 

Care DISPLAY WORLD 








POSITION WANTED 
Window trimmer; 10 years’ experience; 
specializing in auto accessories, hardware, 
house furnishings. Part time or steady 
work. Original ideas. Can promote sales. 
Good advertiser and salesman. Will lo- 
cate any i of country. Address 
M. J. POMERANCE 
356 Rahway Ave. Elizabeth, N. J. 


























Display and Advertising Manager now 
open for position desires connect.on with 
exclusive specialty store or high- class de- 
partment store. Over 10 years’ exp. Fine 
references; proven ability. Age 29, mar- 
ried, willing to go anywhere and work for 
moderate salary. Make me an _ offer. 


“H. P. S.,” care DISPLAY WORLD. 


POSITION WANTED 


Department store displayman, card writer, 
and advertising man with 18 years’ expe- 
rience; 9 years last position; ‘desires per- 
manent position, preferably in Northwest. 
Age 39; married; references. Address 


H. B. KELLY 
Care DISPLAY WORLD 


POSITION WANTED 
Show card writer; 10 years’ experience 
writing effective display cards with real 
sales appeal.”” Age 36; unmarried. Ref- 
erence: Chas. McAleer, McAleer Displays, 
187 N. LaSalle St., Chicago. Will locate 
anywhere; prefer Middle West. Address 
ROBERT J. CALLAHAN 
48 Costello St. Dayton, Ohio 























POSITION WANTED—Displayman and 
cardwriter. Ten years’ exp. with chain 
stores. Five years with Sears Roebuck & 
Co. as display manager. Up-to-date dis- 
plays, cards and signs. Will locate any- 
where. Married, age 45, best of references. 
Address “O. W. E.” 
Care DISPLAY WORLD 


POSITION WANTED 
By display builder and all-around silk 
screen process man; 8 years’ experience. 
Capable of installing and _ supervising 
plant. Salary reasonable. Address 
ROY DREISPUL 
Care DISPLAY WORLD 





POSITION WANTED 


Displayman, cardwriter and advertising 
man. Steady and capable worker. Refer- 
ences furnished. Prefer metropolitan dis- 
trict. Age 26; married. Address 


RICHARD GIANNINI 
48 Brookwood St. East Orange, N. J. 























POSITION WANTED—Display manager 
and cardwriter with 12 years’ experience 
in first-class women’s and men’s specialty, 
also dept. stores. Efficient, conscientious, 
tactful, with executive ability. Have had 
1 year women’s wear advertising. Salary 
secondary consideration. Address “J. F.,” 


care DISPLAY WORLD. 








POSITION WANTED 


High-class displayman with national repu- 
tation as an exponent of Continental dis- 
plays desires permanent connection. Age 
29; married; willing to go to any State. 
Can furnish A-1 oe 
Address “R. Py. 
Care DISPLAY W ORLD 








POSITION WANTED 


Nationally known displayman and card- 
writer desires position in south or east. 
At present with large southern store. 15 
years’ experience. Best references. 


Addrss “W” 
Care DISPLAY WORLD 








USE THE OPPORTUNITY EXCHANGE 
As Your Want Ad Medium. Costs Only $1.50 Per Inch. 
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Thrilling Elopement 
In Display Romance 


Ruvaine in detail the best that Hollywood ever produced 
was the successful elopement of Melvin Myers, Myers Dis- 
play Service, Louisville, Ky., and Mary Pitts, Cleveland, Ohio, 
daughter of A. M. Pitts, formerly manager of Cleveland 
Window Display Service. June 5 was the crucial day when 
Mr. Myers arrived in Cleveland to take unto himself a wife. 
But with an eye to display value, his was not going to be a 
Sunday school meeting. To join the conspiracy and direct 
the fadeout, F. R. McCann, manager Cleveland office, Wayne 
Services, was pressed into service. And the wonderful work 
he performed should win the everlasting gratitude of both 
Mr. and Mrs. Myers. Amid several disconcerting experiences 
and after much maneuvering, Mr. McCann got the luggage 
and culprits into his machine and raced to the airport to make 
the maiden voyage of the first super-plane between New 
York and Chicago. But alas, the plane was missed! 

In the meantime J. Charles O’Brien, division manager, 
Health Products Corp., Chicago, was phoned to meet the 
plane at Chicago and to arrange for the immediate mar- 
riage of the happy and excited pair. Mr. O’Brien notified 
Sol Fisher, Fisher Display Service, and a wedding dinner 
was arranged for at Chicago’s College Inn. However, they 
did not arrive until Tuesday, June 6, and were rushed to 
Crown Point, Ind., where the knot was tied in the presence 
of Mr. and Mrs. O’Brien. 

Homeward bound by p'’ane, the happy pair was met at the 
Cincinnati airport by a hilarious group, including Walter G. 
Vosler, manager Cincinnati Display Service; N. Silverblatt, 
secretary DISPLAY WORLD; Max Wise, representative 
American Safety Razor Co., and L. G. Lahrman, representa- 
tive Coty, Inc. The plane was held only for refueling, suffi- 
cient time having elapsed to give the bride a great deal of 
unwelcome advice. With another mouth to feed, advertisers 
using window displays in the Louisville market can now ex- 
pect superlative service and persistent solicitation. 


— 


ATLANTIC LITHOGRAPHIC COMPANY 
PRODUCES DISPLAY MATERIAL 


In the May issue of DISPLAY WORLD, the second of a 
series of Union Leader, “10c That’s All,” tobacco articles ap- 
peared. The article presented the development of the second 
group of window, counter, door, and three-sheet poster dis- 
play material, and showed how Union Leader followed 
through at the “Point-of-Sale.” This excellent display ma- 
terial, like the material prepared for the first display of “10c 
That’s All”—November, 1932, issue of DISPLAY WORLD— 
was designed and produced by The Atlantic Lithographic and 
Printing Co., New York. 








DISPLAY IDEAS FROM 
DENNISON 


Four times a year the Dennison Manufacturing Com- 
pany, Framingham, Mass., issues a special display bulletin 
for displaymen and merchants called “Display Ideas From 
Dennison.” This bulletin is published in the spring, sum- 
mer, autumn and winter, in the interests of window decorat- 
ing. It not only contains timely articles on display but illus- 
trates seasonable display background suggestions. The first 
issue, just off the press, illustrates ten background sugges- 
tions, with complete instructions for installation. Also, three 
aricles are included: How to Get Ideas for Timely Summer 
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Windows; New Background Panels Make Smart Displays; 
Panels Will Remake Your Summer Windows. Any reader 
of DISPLAY WORLD can secure a copy of this interesting 
display bulletin free upon request. 


— <2 — 


PARTRIDGE BACK ON 
THE GROUND 

E. D. Partridge, Treasurer of Window Advertising, Inc., 
New York City, has just returned from a flying trip to visit 
some of the 140 associate offices of that organization. The 
trip covered about 4,000 miles, and was for the purpose of dis- 
cussing new plans for development in the company. 


oe we 


LOW FREIGHT RATE 
FOR DISPLAYS 

The Western Classification Committee, comprising the 
official Southern and Western committees sitting jointly, has 
awarded second-class freight rating on window displays, 
paper or cardboard, flat or folded flat. This rate will be ef- 
fective in all territories and will be published in supplement 
effective July 20, 1933. This will effect a considerable saving 
in transportation of display material. This accomplishment 
can be credited to Chas. Strauss, Arvey Corp., Chicago, who 
painstakingly and unselfishly prepared the data and ‘pre- 
sented the facts that resulted in this excellent result. Mr. 
Strauss was assisted by C. J. Fahrner, vice president, Ed- 
wards & Deutsch Lithographing Co., Chicago. 








_— Modern Page ag ie are. ge sy the 

importance of the dramatic in showing turni- 
DISPLAYS ture and apparel, specialties and accessories. 
Distinctively | Investigate the endless possibilities of 
Different STROBLITE—the new medium for light and 
STROBLITE color combination. See it at the Chicago Fair 
Color and in the exhibits of E. R. Squibb Co., General 
Lighting Electric So., Westinghouse Electric Co., and 
Effects the Electric Light and Power Industry. Call 
or write for ideas. Alexander Strobl, 35 W. 
52nd St., New York, N. Y. 
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ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center, Phoe- 


nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. C.—Window Display & Interior Decorating Co., 
307 Builders Bldg. Territory: Two Carolinas and Tidewater, Va. 
‘Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A _ reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighboring Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 


CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland He‘ghts. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 


Cleveland market. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 


Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince ‘you. 








LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 


DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 

























NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
““Merchandised Window Displays.” 








DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 





A superior installation service for national advertisers 
who want effective rather than “cheap” window displays 
—in retail stores in Metropolitan New York, Northern 
| New Jersey and Connecticut. 


| BRANCH OFFICES 
| 1039 Springfield Ave. 365 West Market St. 
Irvington, N. J. Newark, N. J. | 























NEW ORLEANS, LA—I. L. Lyons & Co. Ltd.. Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 











OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 








PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 


ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. D. 





SEATTLE AND WESTERN WASHINGTON—W ind-O- Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 








TUCSON, ARIZ.—Codd Advertising Service, 16 North Scott St. 
Covering Southern Arizona. Include Tucson in your next campaign. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 




















